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Women-centered microinsurance: Tailoring solutions to address

unique needs

By: Microinsurance Centre at Milliman

Jemma Maclear

Michael J. Mc(fo(ix

|ﬂ today’s dynamic and ever-changing financial landscape, the call for inclusivity resonates louder than
ever. As efforts to enhance financial resilience in emerging markets rise, the spotlight is increasingly
shifting towards women-centered microinsurance solutions. Not only is there a critical need for financial
protection among women, especially those with low incomes, but there is also a need to address the
unique challenges they face in accessing and benefiting from insurance.

1. Why” women-centered” microinsurance matters

At the heart of the discussion lies the profound
question: Why are women-centered microinsurance
solutions  essential?

Wedefine”women-centeredmicroinsurance”
as tailored insurance solutions specifically
designed to address the unique needs, challenges
and priorities of both women and men. These
solutions are characterised by their proactive
approaches in understanding and mitigating the
distinct risks faced by women, aiming to empower
their financial well-being and enhance their overall
financial resilience, while remaining inclusive and
accessible to all individuals regardless of gender.

g

From rural villages to bustling urban centers, women
encounter a plethora of challenges, ranging from
limited access to financial resources to societal norms
that perpetuate their vulnerability. Women in Egypt
have long been the backbone of their households,
navigating the complexities of daily life; low-income
women in Egypt--who live on an average of about
USD 2.15 per day purchasing power parity (PPP')—
often struggle with limited access to regular banking
services, fewer educational opportunities and societal
expectations based on their gender. Compounding
these challenges, the traditional patriarchal system
also precludes women from being designated the
head of the household even when earning the majority
of household income, which, in turn, impacts their
decision-making power?. See the “Egypt’s Gender
Gap” snapshot sidebar for more details.
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Egypt’'s Gender Gap: A Snapshot

Global Gender Gap Index: Egypt ranks 129th out
of 146 countries®, meaning much improvement
can be made.

Poverty: Poverty is more prevalent among
women-headed households than households
headed by men. The traditional patriarchal system
also precludes the designation of women as heads,
impacting their decision-making power within the
household®.

Health: Progress in satisfying the needs of women
for family planning with modern methods has been
achieved (%80 of women reported to be satisfied
in 2014°); however, work still needs to be done to
achieve gender equality in the healthcare sector.

Social: The proportion of women who were
married or in a union before age 18 is %%1/.4.

Economic participation: %21.3 of adult women
are unemployed versus %6.8 of men’. Egypt’s
wage disparity is high, with a 3.84 ratio, meaning
that men earn nearly four times more than women
in relation to gross domestic product (GDP) per
capita (the gap is mostly a function of labour force
participation)®. Women are also less likely than
men to own land (owning only %b.2 of private
land in Egypt®) and their families tend to put
pressure on them to sell land to male relatives™,
placing women at a disadvantage both socially
and economically.

Gender-based violence: Egypt does not have a
comprehensive law prohibiting violence against
women. In 2018, it was reported that %15.1 of
women aged 15 to 49 years have been subject
to physical and/or sexual violence by a current
or former intimate partner in the previous 12
months™.

These challenges create a complex situation where
women are more vulnerable to financial problems
caused by unforeseen events like sickness, crop
failure or natural disasters. As the main caretakers
of their families, women have to manage tight
budgets while looking after their loved ones, and
gender inequalities in income and job opportunities
make them even more prone to financial difficulties.
This alone underscores the urgent need for tailored
microinsurance solutions that are inclusive and
resonate with the lived experiences of women.

However, it is crucial to clarify that the term "women-
centered” does not imply exclusivity. Instead, it
embodies a proactive approach to addressing the
specific issues that women commonly encounter
in various settings through innovative solutions
designed to benefit both genders. In essence,
women-centered  microinsurance  acknowledges
and considers the unique needs and challenges of
women—whether it's navigating the complexities of
caregiving responsibilities or mitigating the impact
of economic shocks—while remaining inclusive and
accessible to all individuals, regardless of gender.

To illustrate the inadequacies of non-women centric
insurance products, consider the scenario of
traditional credit life insurance. While such products
may offer coverage in the event of awoman borrower’s
death, they often overlook the intricate dynamics of
the household's financial well-being. For instance,
in cases where the wife is the credit life client, but
the hushand serves as the primary breadwinner, his
sudden demise can plunge the family into financial
turmoil, leaving his spouse and children vulnerable
to financial instability because typically credit life
insurance covers nothing when the client’s spouse
dies.
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This oversight highlights the inherent limitations
of traditional insurance products in addressing the
nuanced needs and concerns of women. Amidst
these challenges is a beacon of hope in institutions
pioneering products tailored for women, such as
life insurance policies that account for the broader
household impact of a spouse’s death. Though they
are few and far between, these policies exemplify
the transformative potential of women-centered
microinsurance  solutions.

2. Bridging the gap: Examples of success and the
business case for insurers

Insurers occupy a unique position in the landscape of
financial inclusion, with the potential to play a pivotal
role in bridging the gap between women and adequate
insurance coverage. By recognizing, or being "risk-
aware’, and actively addressing the specific needs
and challenges faced by women through holistic
“risk management’, insurers can serve as catalysts
for positive change. Through targeted outreach
efforts, comprehensive client research, product
innovation and strategic partnerships, insurers can
expand access to microinsurance solutions, thereby
empowering women to safeguard their financial
futures.

Explaining Risk Awareness and Risk
Management for Women
- Women'srisk awareness varies between different

segments of women—which disadvantages
some (those with limited awareness) when it
comes to risk management. The more educated
women are, the more they are aware of and able
to manage their risks, but even well-educated
women are often reactive instead of proactive.
This may be partly attributed to the dependence
of women on men and women's limited decision-
making power, which leads to less financial ability
to be forethoughtful in the face of risk.

g

- Apart from education, risk management is a
function of access to and control over resources.
The lower their economic power, the less their
ability to manage, prepare for and cope with risks.

- Some cultures do not allow the anticipation of
risks or the future. For example, writing a will by
the wife can be like welcoming evil or is perceived
as a bad omen.

Source: Adapted from the Microlnsurance Centre at Milliman’s
Women's Risk Profile Research in Kenya in 2021.

The risks faced by women often overlap across
different spheres. While women and men share some
risks (such as death or accidents), women evidently
face these risks differently from men. Women are
also often among the most vulnerable members of
society and most impacted by disruption—risk is a
function of vulnerability and threat'2. Consequently,
when faced with risk, women have significantly
less resilience than men facing the same risk in the
same income segment, social context and potentially
sector. A working paper published by CGAP/World
Bank in 2023 explains how the intersection of
climate change with existing social norms and
economic inequalities increases women and girl's
exposure and vulnerability to climate effects. This,
in turn, impacts their availability of resilience and
adaptation strategies, as well as how women utilize
these strategies to respond to climate shocks and
stresses’®.  Women generally have less to start
with and significantly less “cushioning” to fall back
on, making them more vulnerable (as determined
by sensitivity, exposure and adaptive capacity), and
hence they often take longer to recover from risk
events compared to men.
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Women also face some risks—such as gender-
hased violence (GBV)—significantly more than men,
and the economic costs are profound™. In Egypt,
approximately 500,000 working days are lost each
year due to marital violence, with the health sector
incurring costs of over USS 14 million to serve just
one quarter of survivors (around 600,000 women)®.

In many communities women bear the responsibility
of collecting water, often traversing long distances
alone. This task not only exposes them to physical
strain but also increases their vulnerability to GBVY,
particularly in isolated areas or during times of
drought when water sources become scarce. Picture
a woman walking alone, miles away from her home,
in search of water, her safety compromised by the
journey. This scenario sheds light on the stark reality
that women face unique risks, including heightened
threat of GBV, due to their daily activities.

Amel Fahmy, Managing Director of Tadwein
Centre for Gender Studies, provides valuable
insight into the present-day realities of violent
crimes against Egyptian women and said in 2022
that there was a “marked increase in the number
of violent crimes against women...” and that there
is a “strong correlation between poverty and
domestic violence...,” particularly when there are
heightened financial pressures on families that
“can make men become more violent towards
women in their lives.”

Source: Tabikha, K. 2022. Accessed from: Why is Egypt witnessing
ariseingender-basedviolentcrime? (thenationalnews.com).

By leveraging insights derived from market research
and consumer behaviour analysis, insurers can tailor
their product offerings to better resonate with women
customers, potentially leading to an increase in sales
and market share.

Take the work of Women's World Banking with Al
AmanaMicrofinance, for example. AlAmana performed
market research to better understand their clients’
(%43 who were women) health needs, their insurance
perceptions and knowledge and their awareness levels
regarding Al Amana’s already available “L’Assistance”
health microinsurance product. Surprisingly, when
asked about the product itself, many clients were
unaware of this product offering, prompting a crucial
pivot in marketing strategy. One way in which this
was achieved was by designing a comic strip that
hecame the basis of the product’s brochure and sales
tool, as well as of a compelling video showcased in all
branches, ensuring clients were consistently exposed
to the benefits of the product during their visits. Since
launching their revamped communications campaign
in January 2015 there has been a notable increase in
the claims frequency and claims ratios, meaning that
the new approach was effective in fostering better
client awareness and engagement (see an example
hox of the product’s comic strip in Figure 1). This case
highlights the importance of effective communication,
particularly in ensuring that products, even when
designed for women, do not become barriers to
financial inclusion if not communicated properly.

Figure 1: Comic Strip: Al Amana’s “’Assistance” Health
Microinsurance Product

Source: Women's World Banking, 2016. “Health Microinsurance:
An Inclusive Approach”.
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Embracing women-centered microinsurance solutions
presents a myriad of benefits for insurers, both from
a social impact and business perspective

From a social impact standpoint, insurers have the
opportunity to contribute to broader efforts, such
as the Sustainable Development Goals (SDGs),
particularly those related to gender equality and
financial inclusion. By actively engaging with
underserved segments of the population, insurers can
contribute significantly to women's financial well-
being. This proactive approach not only fosters greater
resilience and independence within communities, but
also advances progress towards achieving key SDG
targets.

Furthermore, from a business perspective, embracing
women-centered microinsurance solutions holds the
significant financial opportunity. The “SheforShield:
Insure Women to Better Protect All" report from the
International Finance Corporation (IFC), published
in partnership with AXA and Accenture in 2015,
highlights that women's individual spending on
insurance premiums is expected to grow three times
its current size and the insurance industry could
earn up to USD 1.7 trillion in annual premium value
by 2030 if it targets women, with more than half of
the growth from emerging economies'. As Egyptian
women represent %50 of the country’s population,
catering to their unique needs and preferences
can unlock untapped growth and opportunities for
insurers.

Ultimately, insurers stand to not only enhance
their social impact but also drive sustainable
business growth in the rapidly evolving landscape of
microinsurance. Through strategic alignment of social
and commercial objectives, insurers can position
themselves as agents of positive change, driving
meaningful impact while simultaneously reaping the
rewards of a more inclusive and prosperous future.
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3. Call to action and road map for future initiatives
Women-centered microinsurance solutions stand as
a testament to the power of innovation and empathy
in advancing gender equality and financial inclusion.
In light of the significant strides made thus far, it
is imperative that we continue to build upon this
momentum and chart a course for future initiatives
that prioritise the needs and aspirations of women,
navigating the complexities of a changing world and
fostering a future where financial security knows no
gender boundaries.

To this end, we propose a road map for insurers that
encompasses a multifaceted approach to advancing
women-centered microinsurance:

1. Research, data collection and intelligence of
women’s insurance needs. Invest in research
and data collecting to understand the diverse
needs of women across income levels, locations,
employment and status—women are not a
homogenous group but rather a diverse market
that faces different constraints in accessing
and using insurance. Tailored solutions can be
developed based on insights gathered, ensuring
that they resonate with women's lived experiences.

2. Innovative product design and delivery.
Embrace innovation and creativity in designing
microinsurance  products, offering targeted
value propositions for women segments and
improving distribution and proximity to women
clients. Utilise emerging technologies like mobile
platforms and data analytics to reach underserved
women in remote and marginalised communities.

3. Collaboration and knowledge sharing. Foster
deeper  collaboration among stakeholders,
includinginsurers,governments,nongovernmental
organisations, women's associations and donor
organisations. Sharing insights and best practices
can help identify and address barriers to women's
access to adequate insurance coverage.
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4. Advocacy for policy reforms. Advocate for gender-sensitive regulatory frameworks and policies that
remove systemic barriers to women's financial inclusion. Active engagement with policymakers can create
an enabling environment for the widespread adoption of women-centered microinsurance solutions.

In essence, this call to action represents a collective commitment to harnessing the transformative power of
women-centered microinsurance to build more resilient and inclusive societies. It recognises that women's
needs, though some overlap, differ from men's and also vary based on factors such as income, location,
employment and status. By embracing this vision and working together towards common goals, we can pave
the way for a future where every woman and man has the opportunity to thrive and prosper.

1. The World Bank definition of low income is those who live on USD 2.15 PPP per day in 2017 The United Nations definition of extreme poverty is those living on USD
1.90 PPP per day.

2. NlAzzawi, S. (2015). Working paper series: Is there feminisation of poverty in Egypt? Economic Research Forum. Retrieved 6 March 2024 from https://erf.org.
eg/app/uploads/926/12/2015.pdf#:~:text=Results%20suggest%?2 0that%20poverty%?20is%20more%20prevalent%20among,is%20also%20a%20very%20
important%20factor%20determining%?20poverty.

3. World Economic Forum (July 2022). Global Gender Gap Report, 2022. Retrieved 6 March 2024 from https://www3.weforum.org/docs/WEF_GGGR_2022.pdf.
4. AlAzzawi, S. (2015), op cit.

5. UN Women. Egypt. Women Count. Retrieved 6 March 2024 from https://data.unwomen.org/country/Egypt.

6. Ihid.

7. World Bank. DataBank: World Bank Development Indicators. Retrieved 6 March 2024 from https://databank.worldbank.org/source/world-development-indicators.
8. World Economic Forum (July 2022), Global Gender Gap Report, 2022, op cit.

9. World Bank (May 2018). Women Economic Empowerment Study. Retrieved 13 March 2024 from https://documents1.worldbank.org/curated/
en/861491551113547855/pdf/134846-WP-PUBLIC-march-2-WB-Women-Study-EN.pdf

10. Daily News Egypt (24 August 2019). Women own only %5.2 of Egypt’s private lands: NCW. Retrieved 6 March 2024 from https://www.dailynewsegypt.
com/24/08/2019/women-own-only-2-5-of-egypts-private-lands-ncw/#:~:text=The%20survey%20mentioned%?20that%20in%20rural%20areas%2C%20
where,places®%?20women%20at%?20disadvantage%20both%?2 0socially%20and%20economically.

11. UN Women, Egypt, op cit.

12. Center for Climate and Energy Solutions (April 2019). What Is Climate Resilience and Why Does It Matter? Retrieved 6 March 2024 from https://www.c2es.org/
wp-content/uploads/04/2019/what-is-climate-resilience.pdf

13. CGAP/World Bank (June 2023). Bolstering Women's Climate Resilience and Adaptation through Financial Services. Retrieved 7 March 2024 from https://www.
cgap.org/research/publication/bolstering-womens-climate-resilience-and-adaptation-through-financial-services

14. See, for example, UN Women (September 2023). Facts and Figures: Ending Violence against Women. Retrieved 7 March 2024 from https://www.unwomen.org/en/
what-we-do/ending-violence-against-women/facts-and-figures

15. UNFPA (2015). The Egypt Economic Cost of Gender-Based Violence Survey (ECGBVS) 2015. Retrieved 13 March 2024 from https://egypt.unfpa.org/sites/default/
files/pub-pdf/Costs%200f%20the%20impact%?200f%20Gender%20Based%20Violence%28%20GBV%20%29WEB.pdf

16. IFC, AXA & Accenture (2015).SheforShield: Insure Women to Better Protect All. Retrieved 6 March 2024 from https://www.ifc.org/content/dam/ifc/doc/mgrt-
pub/sheforshield-final-web2015.pdf.
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Introduction: Techneology revolution and recent emerging risks

Modern technologies have become indispensable in our daily lives, significantly influencing
various facets of society. This pervasive influence enhances communication, facilitates
information gathering, transforms work environments, revolutionizes learning methods,
modernizes healthcare delivery, optimizes transportation systems, and enriches entertainment
experiences. The technological revolution extends beyond individual activities to reshape
corporate business operations across all industries. Increasingly, organizations approach several
mitiatives to rely on digital platforms and automation to streamline processes, enhance
efficiency, and reduce reliance on traditional, manual workflows. These initiatives not only
capitalize on technological advancements but also aim to unlock numerous benefits, improve
individual satisfaction, and elevate overall welfare.

The integration of technology has ushered in an era marked by efficiency, accessibility, and
mmovation. Remote working tools exemplify this shift, enabling unprecedented flexibility and
collaboration in today's digital landscape. Businesses are transforming every facet of their
operations, trom customer interactions to intricate supply chain management, by leveraging
digital drivers and cutting-edge technologies. Automation, driven by Al algorithms and robotic
systems, optimizes workflows, mininizes errors, reduces operational costs, and liberates
human resources to concentrate on strategic mitiatives.

This strategic alignment is pivotal for businesses aiming to expand their global footprint and
foster a culture of continuous innovation necessary to thrive in the increasingly competitive
digital age.

Consequently, as techmology continues to reshape our world, governments and associations are
compelled to prioritize proactive adaptation and strategic investments in digital intrastructure.
Embracing the global trend of digitalization not only enhances economic competitiveness but
also aligns with consumer welfare priorities.

However, the global economy faces numerous challenges and obstacles impacting economies,
society, and business results. One major challenge is Emerging Risks, including the depletion
of natural resources, pollution, overpopulation, agricultural land degradation, and limited
access to clean drinking water. These issues contribute to rising energy prices and the
occurrence of catastrophic events such as global warming and climate change. (AXA Future
Risks Report 2022) Additionally, cybersecurity threats, political instability, shifts in consumer
behaviour, and financial market volatility influenced by factors like pandemics, trade disputes,
and geopolitical conflicts pose significant risks.

Therefore, several initiatives have been taken to address the impact of energing risks on the
environment, future generations, and social and business outcomes involve developing and
implementing strategies, policies, and reforms by approach the 17 Sustainable development
goals which provide a comprehensive framework to tackle these challenges. The SDGs
encompass a range of measures aimed at ensuring the well-being of present and future
generations while safeguarding the environment. This approach has influenced sustamability
practices across various business sectors, leading to the rise of Sustainable Insurance,
Sustainable  Finance, Sustainable Investment, Sustainable Technology, Sustainable
Construction, and Waste Management and Recveling.
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These practices are top priority for many Arab governments, who are committed to achieving
their goals towards Vision 2030. They focus on fostering digital literacy, enhancing
techmological capabilities, and promoting sustainable, green economic growth through
imrovarion and digiral ransformation to effectively respond ro emerging risks.

Insurance engagement of the technology revolution and its impact towards address SDGs

The msurance industry stands out among non-financial sectors profoundly umpacted by the
technology revolution, ushering in an era marked by imnovation, efficiency, and improved
customer engagement. This transformation spans digitalization across all operational facets,
from product development and underwriting to claims processing and customer service. Central

to this shift is the rise of "Insurtech ', integrating modern technology with insurance practices
to innovate successful business models that aims to respond emerging risks and address SDGs.
A clear example of this transformation 1s seen in financial nclusion initiatives, which offer
tailored products covering SMEs, imnformal workers, credit mortgage portfolios, and emerging
industries. These initiatives often involve collaborations with banks, mvestment firms, and
other financial nstitutions, promoting sustamable finance and investient practices. Notably,
green bonds and gender bonds provide financing for eco-friendly initiatives and women's
empowertnent (Mohamed Mahrous Saadount, 2021).

Moreover, this mtegration enables insurers to specialize m Infrastructure Development by
offering dedicated programs for renewable energy, green buildings, energy-efficient
transportation, and resilient infrastructure. Insurers promote sustainable construction practices
and manage climate-related 1isks, supporting environmentally friendly projects (UN
Environment Programme; Nadine Gatzert, Philipp Reichel & Armin Zitzmann, 2020).

Additionally, through partnerships with Agriculture and Food Industries, insurers encourage
sustainable farming practices, reduce environmental impacts, and enhance food security by
providing msurance products that incentivize sustainable agricultural practices and mitigate
climate change risks affecting food production.

Eventually, insurers exrend specialized programs towards address the emerging risks. This
technological integration enables the insurance industry to promote social inclusion, increase
piblic awareness of insurance, expand business opportunities through new products, enhance
climate risk resilience, eliminate discrimination, and foster equal opportunities which prioritize
sustainability, in line with the SDG’s and the visions of Arab governments towards Vison 2030.

New key technology drivers that have positive impact towards achieve SDG’s

Recent technological innovations in IT are significantly transforming the insurance industry by
mmproving key areas such as underwriting, claims management, marketing, and sales. These
advancements also provide a critical infrastiucture for advancing SDGs. Key technologies
driving this change include the Internet of Things "[oT", which enables usage-based msurance
by connecting devices to promote sustainable behaviours especially for the motor and life
business line which reflect on premium adjustments ; cloud storage and computing, which
enhance disaster recovery and business continuity; big data analytics, which refine risk
assessment and product development; and artificial intelligence "AI" and machine learning
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"ML", which optimize operations and customer service and create new business solutions. (Sam
Jones, Becky Humphreys, and Mark Woolnough, 2018) (General Arab Insurance Federation
newsletter, 2023)

This technological collaboration contributes to reshaping the insurance industry, expanding its
range of uses and offering new products. It also introduces new techniques for handling work
and business models aligned with business goals and 2030’s vision.

Furthermore, a 2020 study by McKinsey & Company highlighted that Insurtech companies are
actively adopting emerging technologies and innovative concepts, with a particular focus on
big data and machine learning. The study revealed that 20% of Insurtech companies prioritize
these technologies over other approaches and models, as indicated in Exhibit No.1
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Exhibit 1: Insurtech adoption of new technology and concepts

Source: McKinsey & Company,2020

In addition, according to a 2021 survey conducted by McKinsey & Company, automation
within global insurance companies is increasingly encompassing various areas including
underwriting, actuarial work, claims processing, finance, and operations. Exhibit No. 2
illustrates that the automation of these functions 1s expected to grow from 10% to 55% over the
next decade.
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Exhibit 2: Automation of tasks in the insurance industry

Source: McKinsey & Company,2021

The exhibit above indicates that a significant portion of tasks, ranging from 10% to 70%, will
lead claims handlers to shift their focus from simply processing claims to providing enhanced
customer experiences. Additionally, underwriters and actuaries may experience closer
collaboration with data science and advanced analytics professionals. Around 30% of
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underwriting roles could involve increased interaction with data scientists to enhance the
quality of quantitative tools and automation, thereby reducing the need for manual and routine
tasks. This shifr focuses on the innovarion of the business cvcle, reflecting the approach of new
Insurtech models that address emerging risks and aini to achieve sustainable development
goals and Vision 2030.

New Insurtech models integrating Al tools towards achieve SDG’s

The mcorporation of above advanced technology drivers in the nsurance sector has spurred the
development of various business models. These models enhance data analysis, operational
efficiency, and customer engagement, empowering insurers to address ESG factors, effectively
manage risks, and incentivize sustainable practices, thereby progressing towards achieving the
Sustainable Development Goals (Ashley Hancock, 2023) through the following innovative
approaches:

1. Business engagement including digital ecosystem shift

The Insurtech revolution is transforming the insurance industry through innovative models that
enhance customer experiences, efficiency, and risk management by creating interconnected
networks where msurers, customers, and partners collaborate seamlessly. These models often
ivolve partnerships with social and government agencies to create tailored insurance programs
for vulnerable groups. A notable example is the Aman Assurance Pelicy, which protects
mformal workers and safegnards their savings, aligning with directives from Egyptian President
Abdel Fattah EI-Sis1. Developed in collaboration with four Egyptian banks and Misr Life Co.,
this policy integrates informal transactions into the formal economy, marking a significant
advancement in traditional business models.

2. Berter Claims Management

The Insurtech revolution is transforming claims management by leveraging advanced
algorithms and patterns for automated analysis of images showing damaged property or
vehicles, enabling accurate estimation of repair expenses. Al-powered chatbots efficiently
handle customer mquiries, guide claim procedures, and provide real-time updates.

According to a 2023 survey by |'®

McKinsey, the claims process -
significantly — impacts  premium |,
revenues, accounting for 50% to 80
80%.  This  underscores  the 50
mportance for large insurance a0
carriers to effectively manage service “

140

0
dehvely costs. 2008 2010 2012 2014 2016 2018 2020 2022 2024

=—&—|nsurance —%—Telecommunication =—#— Automotive Airlines

As depicted in Exhibit No. 3, the

msurance industry has achieved 25%

, ‘ Exhibit 3: Cost efficiency evolution per industry.
higher cost efficiency compared to other

Source: McKinsey & Company,2023
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sectors over the past decade due to the approach of the technology drivers and Insurtech models.

Additionally, Insurtech aids in fraud detection by identifying suspicious patterns and anomalies
in claims data. Machine learning algorithms analyse both historical and current claims data to
minimize losses and prevent fraudulent payouts (Niccolo Mejia, 2019).

3. Skills Development and Training

Insurtech has the potential to enhance employee support through automated recruitment
processes, advanced training solutions, and HR data analysis. These capabilities, as noted by
Sabme L.B. VanderLinden et al. (2018), allow organizations to optimize candidate selection,
improve communication and collaboration among employees, and gain valuable msights into
workforce trends, employee satistaction, and retention rates. This facilitates proactive
identification of improvement areas, prediction of future HR needs, and informed strategic
decision-making processes.

Additionally in respect of the 4rab markets who have the opportunity of access to these new
Insurtech models including approach of new creative tools that align with the unique
characteristics of these markets which mcluding factors such as language, Islamic Takaful, and
the new emerging trend towards digital transformation such as:

1. Islamic Takaful Index: Insurtech and Al are being utilized to develop Islamic Takaful
insurance products and investments. Algorithms ensure that the insurance offerings
align with Islamic principles and comply with Shariah law. This technological
integration facilitates several functions of the Takaful company, including compliance,
supervision, and surplus distribution (Dedi Kusmayadi, Irman Firmansyah, and Iwan
Hermansyah, 2021).

2. Micreinsurance and Financial Inclusion: Insurtech is being leveraged to develop
microinsurance solutions that cater to the needs of low-income individuals and
underserved communities. By automating processes and utilizing AT algorithims for risk
assessiment and sales, insurers can offer affordable and accessible insurance products to
a broader customer base.

Arab Markets experience towards adopt the digitalization and Al tools to achieve Vision 2030

Arab msurers federations and regulators are actively pursuing digitalization and technological
mfrastructure investments through imtiatives such as regulatory reforms, awareness campaigns,
and advanced traming programs which prioritize incorporating ESG factors into msurance
operations, including strategies, risk management processes, and mvestment activities shown
clear on the following experience of the following markets:

1. Egyptian Market

The Egyptian market has established itself as a leader in digital transformation and regulatory
reforms, particularly in integrating new technology and Al within the mnsurance sector. Key
mitiatives such as the national presidential program for cybersecurity, digital data protection,
and the implementation of electronic payment systems for insurance products, including
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microinsurance, underscore Egypt's strong embrace of digital technologies. Additionally, new
products that align with sustainability and rely on AT and digital technology, such as agriculture
msurance, renewable energy, and cyber risk insurance, are being developed. These initiatives
align with the objectives of Vision 2030 and recent legislative efforts, such as the Unified
Insurance Law, which addresses legal challenges related to technological advancements and
promotes financial literacy across the market. The Financial Regulatory Authority (FRA) has
been pivotal by implementing guidelines that prioritize ESGs and SDGs in insurance
operations. These guidelines influence strategic planning, risk management practices, and
ivestment decisions within the industry. The FRA and the Insurance Federation of Egypt
(IFE)'s commitment to address sustainability is further highlighted by their active participation
in global events like the COP27 conference. (Insurance Federation of Egypt, 2024)

The FRA collaborates with insurers to ensure sustainability reporting and has introduced an
annual award to commmend inswrance companies excellmg i sustamability practices.
Meanwhile, the IFE has established a specialized committee for Sustainable Insurance, tasked
with developing sustainability guidelines for Egyptian insurance firms. Initiatives such as the
"Green Marathon' and the launch of the "Sustainability " digital magazine by the Federation
reinforce its comumitiment to advancing sustainability initiatives (Alaa E1 Zoheiry, 2022).

The FRA has launched Egypt's first regulated voluntary carbon market, enabling the issuance
and trading of carbon reduction certiticates through the Egyptian Stock Exchange. This
mitiative showcases the integration of digitalization and sustainability in the market.

2. Saudi Arabian Market

Saudi Arabia has made significant strides in advancing digitalization and adopt recent
technological drivers, driven by the ambitious Vision 2030 initiative spearheaded by the Crown
Prince. This comprehensive vision aims to comprehensive digital transformation and
sustainably develop across all sectors of the Kingdom. The Saudi Arabian Monetary Authority
(S4MA) has played a crucial role in facilitating digital innovation and regulatory reforms within
the insurance sector, positioning it to expand its influence, reach new markets, mandatory
insurance types and contribute to overall financial sector growth (Nilufer Junhan,2021)

Moreover, SAMA has implemented measures to foster sustainability within the insurance
mdustry. These include guidelines and regulations that encourage msurance companies to
mtegrate ESG factors into their operational frameworks and decision-making processes.
Additionally, mitiatives promote sustamable practices and envirommental protection, such as
providing msurance coverage for renewable energy projects, eco-friendly buildings, and efforts
to mutigate climate change 11sks. (Oxford Business Group, 2023).

3. UAE Market

According to the 2022 annual report on the insurance industry i the UAE, which shown that
the UAE stands out as a leader of inmmovation towards AT and digital transformation initiatives
among Arab markets. The report highlights several key factors contributing to this leadership
position, including regulatory reforms, extensive training and development programs, strong
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international partuerships by msurance federations, support for fintech experumentation, and
the mtroduction of innovative mechanisms like the digital supervisory platform. Furthermore,
the report mentions the organization of the Innovation Conference since 2017, demonstrating
the UAE's commitment to fostering innovation i the insurance industry. Additionally, the
report highlights the implementation of Vision 2030, which has led to the development of
insurance programs such as self-driving car insurance and the adoption of digital currencies and
blockchain technology in insurance contracts.

The UAE renowned as the first Arab state implemented the initiative of UAE Green
Development Strategy in 2012 with the goal of establishing a sustainable economy. This
Initiative encompasses a variety of long-term national programs to all busmess sectors in order
to mcorporates mmnovative environmental and urban policies to improve the overall quality of
life m the country. Furthermore, the UAE embraces the principles of sustainable insurance,
digital transformation, and responsible mvesting, aligning with the global practices and
guidelines mentioned earlier. Additionally, the Dubai Financial Marker (DFM) has developed
a framework that highlights the fundamental principles, metrics, and reporting obligations for
companies to disclose their ESG performance and practices. The objective of this approach 1s
to foster transparency, accountability, and sustainability among companies listed on the DFM.
It helps companies comprehend the significance of ESG factors and provides them with a
structure to assess, monitor, and report on their ESG initiatives.

Furthermore, the UAE finds itself in the grip of COP28, which took place in November 2023,
mncluding the participation of the Central Bank of the UAE and the Emirates Insurance
Association. This event sought to address the pressing challenges and risks posed by climate
change while also presenting solutions to bolster renewable energy sources.

Challenges towards utilize the digital and Al to achieve SDG’s

All parties within the Arab insurance markets, including regulators, federations, associations,
and insurers, face several challenges in utilizing the curent modern technology revolution,
particularly in achieving ESG’s and SDG’s goals. These challenges as follows:

1. Data Availability and Quality

The process of adopt modern teclmology and the AI revolution to address emerging 11sks 1s
heavily rely on accurate and comprehensive data. However, obtaining reliable data, particularly
related to key technology drivers and sustamability factors or underserved populations can be
challenging which shown clear on data gaps, mcomplete records, and inconsistent reporting
standards that hinder msurers' ability to assess risks and develop appropriate products and
services towards enhance the sustamability. Additionally, implementing of new technologies
business models that facilities such process such as electronic data collection or standardized
reporting may require significant investments and expertise. (Nadine Gatzert, Philipp Reichel,
Armin Zitzmann,2020)

2. Mindsets and Operational Challenges
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The culture and mindsets within the insurance industry, particularly the reluctance to embrace
modern technology frameworks, present a significant challenge. This difficulty arises from
factors such as fear of the unknown, lack of awareness and market education, and a tendency
to prioritize short-term financial objectives over ESG’s considerations. Additionally, the
industry faces operational challenges, including an increase in insured losses, which impacts
msurance results. In addition, there are also challenges of handling normal daily challenges
operations such as solving claims disputes, updates of rules, regulations and setting codes to
comply with the new updated global standards and regulations.

3. Insufficient infrastructure technology

The Arab insurance mdustry faces significant challenges due to weaknesses in mfrastiucture
technology, such as slow internet speeds, high costs, and limited accessibility. These 1ssues
hinder the adoption of emerging technologies and digitalization imitiatives, ultimately limiting
the industry's ability to leverage technological advancements. Furthermore, the lack of reliable
communication and connectivity services restricts the flow of information, disrupts business
operations, and limits opportunities in education and healthcare services.

A survey conducted by MAPL World in March 2023 found that approximately 83% of Indian
organizations encounter difficulties in implementing and maintaining their IT infrastructure.
Over 60% of these organizations expressed the need for more expertise to handle their IT
infrastructure, while nearly 64% reported being unable to access the latest technology. These
findings highlight similar challenges that could be present in the Arab insurance market.

4. Regulatory and Legal Frameworks

The insurance sector faces numerous challenges due to the complex regulatory and legal
environment within its routine operation which does not include the current technological
advancements, digital payment methods, shifts in client’s lifestyle, lack of defined legal
responsibilities for each party and lack of long-term perspective. Furthermore, the absence of a
clear regulator’s vision regarding the enhancement of sustaimnability, particularly through
collaboration with the financial and non-financial sectors, poses a challenge. (David Sherwood,
Kristen Sullivan,2021)

5. Cyber Risks

The recent technological revolution has heightened cyber risks across nearly all sectors due to
increased online activity. Vulnerabilities include cyberattacks, data breaches, and unauthorized
access. A notable example is the July 19, 2024, incident where CrowdStrike's Falcon Scan
update caused a massive I'T shutdown, impacting millions of computers globally in what was
deemed "the largest IT shur down in historv.” Furthermore, many sectors rely heavily on third-
party vendors, partners, and service providers for various digital solutions, which heightens the
risk of business interruptions due to cvber threats, potentially harming their operations. A
survey conducted by MAPL Woild in March 2023 revealed that nearly 60% of organizations
surveyed faced challenges due to inadequate security measures.
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Exhibit 4: Ranking of top 1isks that cause Business Interruption

Source: Allianz Risk Barometer 2024

According to Exhibit No. 4 from the Allianz Risk Barometer 2024, cyber risks have been
identified as the top concern for businesses in terms of causing interruptions with 41%. As a
result, the insurance industry must adapt to effectively address these significant challenges
posed by cyber risks towards utilize the digital and Al to achieve SDG's.

6. Climate Change

The  mswrance  idustry  faces
significant challenges due to climate I
change, including the increasing ||
frequency and severity of mnatural ||
l
I

ik cangores  2Yedrs

disasters. Historical data has become

less‘useful because of higher v 01aphty,
environmental changes, and shifting “

weather patterns. This uncertainty

leads to higher claims, which can

negativelv impact both business results _

and government funding (Katsomitros, m

2019). The Global Risks Report 2024 N
by the World Economic Forum, as shown in Exhibit | Exhibit S: Global Risks Report 2024
No. 5, identifies climate change and its | Source: World Economic Forum

consequences as the top challenges, with severe
impacts expected in the next two vears and ranking as the number one issue over the next decade

N

which also effect the exposures and potential liabilities of the Arab markets.
7. Lack of supply chain

The supply chain is a significant traditional challenge for the Arab Insurance industry,
especially with the move towards digitalization. Distuptions in technology, communication
services, and utilities negatively 1mpact varlous insurance classes, mcluding business
mterruption, liabilities, and marine msurance (Insurance Federation of Egypt, 2024).

Moreover, implementing sustainability approaches and integrating other sectors are hindered
by the lack of sustainable sourcing practices that are environmentally friendly and socially
responsible. Insurers face the challenge of encouraging their insured parties to adopt practices

that reduce carbon footprints while also encountering resistance from some stakeholders.
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8. Geaopolitical conflicts

The current global political instability, highlighted by events such as the Russian-Ukrainian
Invasion two vears ago, Sudan's clashes in April 2023, and the recent conflict in the Arabregion
mvolving Israeli forces and Palestinians in Gaza, has led to significant infrastructure
destruction. The repercussions of these events extend well beyond the msurance sector,
affecting all business models and mdirectly mfluencing indirect the reinsurance appetite of
underwriting and their placed in the Arab region including lack of reinsurance capacity. This
volatile environment necessitates a revaluation of risk assessment and management strategies,
urging insurers to adapt their approaches to ensure sustainability and resilience i the face of
ongoing geopolitical challenges.

How would the Arab insurance sector implement reforms that capitalize on Al utilization?

It is clear from the previous lines that all parties in the mmsurance industry in the Arab region
needs to address challenges by embracing emerging risks and aiming for 2030 goals. Reforms
should focus on hamessing technology, adopting sustainability-focused regulations,
recognizing sustainable partners, and boosting public awareness. The following outlines the
proposed refors and their corresponding solutions:

1. Data Improvement

Arab Insurers should enhance transparency in data collection and reporting by ensuring data
quality and accuracy, disclosing data sources and methodologies, and addressing limitations.
Improving data accessibility for stakeholders promotes accountability and better analysis of
sustainability. Investing in robust data collection, validation processes, and advanced
technologies like data analytics and machine learning is crucial, along with regular audits to
identify and correct inconsistencies (Alnisban, Abdul Rahman bin Mohamed, 2017).

2. Changing of culture and shift in mindsers

To foster a culture of sustainability, all parties within the Arab insurance sector should integrate
sustainable practices mto underwriting, claims management, and mvestments. This includes
establishing a clear sustamnability vision, focusing on long-term ESG goals, and offering
education and training. Implementing pilot programs to showcase new technologies, using
advanced analytics to predict and manage losses, and automating claims processing can
enhance efficiency and sustainability (Insurance Federation of Egypt, 2024).

3. Investment of infrastructure technology

Recently, it has become evident that Arab governments are making significant progress in
enhancing infrastructure technology. These efforts include making technology more cost-
effective and adopting 5G technology, which offers much higher speeds compared to the
existing 4G network. With 5G's potential speed of 20 gigabytes per second a substantial
improvement over the cuirent 1 gigabyte per second this advancement provides insurers and
regulators the opportunity to fully embrace digitalization and automated models. (Satishwar
Balakrishnan.2022
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4. Regulatory Reforms

Regulatory reforms have become a top priority for regulators in the Arab region as they update
existing regulations to keep pace with rapidly evolving technological innovations and support
the sustainability goals outlined in Vision 2030. A recent example is the Unified Law 1ssued in
the Egyptian market on 10 July 2024, which includes several key reforms. These reforms
encompass digitalization, mandatory insurance coverage, employee training and certification,
and incentives for insurance companies that demonstrate best practices in sustamability.
Additionally, new business models are being developed to integrate multiple sectors and better
serve underserved populations. Traditional regulatory roles such as enforcing anti-
discrimination laws, combating money laundering and terrorist financing, and ensuring privacy
and data protection are also being updated to remain effective in this changing landscape.

3. Cyber Coverage and Precautions

Significant reforms are underway to promote cyber insurance products and enhance cyber
coverage as mandatory coverage These measures immclude maintaining strong data security
through encryption, firewalls, regular security audits, and employee traming to sateguard
customer data. A national cybersecurity program, like Egypt’s presidential initiative, is being
considered, along with mandated cyber coverage for each insurance company.

Lack of diversity on board/in workforce 27%

Pollution incidents and environmental disasters 29%

lack of actions taken to address climate change A40%

Cyber security resilience 58%

0% 10% 20% 30% 40%%

v
g
®

60% 70%

Exhibit 6: ESGs Risk Trends

Source: Allianz Risk Barometer 2022

According to the Allianz Risk Barometer 2022, which highlights ESG risk trends of concern
for insurance companies, Cyber security resilience ranked as the top risk as shown in exhibit
no.6. Moreover, 1t 1s essential to address data protection laws, establish protocols for reporting
data breaches, adhere to privacy regulations mcluding preventive measures to mitigate cyber
risks.

6. Nat cat Modelling

Arab msurers must implement various climate measures to address the challenges posed by
climate change. These measures include utilizing smart solutions for managing natural
catastrophe risks, such as Nat Cat modelling, refining pricing strategies, creating new reserves,
and exploring innovative investiment tools. Additionally, they should seek guidance from global
remsurers and adopt best practices in statistical modelling to respond effectively to climate
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risks. Insurers are also actively participating in social campaigns to raise awareness about
environmental issues, promoting digitization to reduce paper usage, and implementing energy-
efficient measures to minimize their environmental footprint.

7. Supply Chain Response

Insurance companies are enhancing operational resilience and achieving cost efficiencies by
aligning their supplier management and risk mitigation strategies with ESG principles. This
includes prioritizing insureds and reinsurers who adhere to ESG factors and providing clients
with training on sustainability.

8. Arab Insurance Sector's response to Infrastructure Destruction

The Arab insurance sector has responded to the ongoing political crises, including the attacks
on Gaza and clashes in Sudan, by introducing several adaptive measures. One such initiative is
the provision of administrative offices for displaced organizations, like the support offered by
the Insurance Federation of Egypt to the Sudanese Insurance Federation. Additionally, the
Jordanian Federation of Insurance Companies, in collaboration with local insurers, contributed
550,000 Jordanian dinars for medical supplies to assist Palestinians as part of a campaign led
by the Jordanian Hashemite Charitable Organization. The industry 1s also developing
mnovative msurance products that cover property damage, business interruptions, liability, and
life claims, thereby playing a vital role in addressing ESG challenges.

How would the Arab insurance sector contribute to the future outlook of the ereen economy
leading up to 2030 driven by Al revolution?

The previous lines highlight the importance ot collaboration among all stakeholders 1n the Arab
msurance markets to address challenges and capitalize on opportunities presented by digital
technology and Al in achieving the SDGs. These reforms aim to enhance the insurance sector's
role in managing emerging risks and aligning with govermment objectives tor 2030. By adopting
these practices, the industry can better position itself for a sustainable future, where
digitalization and sustainability are integrated into the business framework across all industries
and sectors in the Arab region.

1. Integration of other sustainable sectors and industries including secial inclusion’s
enthancenent

The integration of the insurance sector with key stakeholders, including central banks and
sectors such as finance, energy, and agriculture, is crucial for promoting sustainability within
the economy, in alignment with the 2030 vision. This collaboration is essential for developing
comprehensive solutions that address challenges and capitalize on emerging opportunities.
Additionally, Table 1 below highlights sustainable practices in the Arab region, including the
msurance sector's collaboration with other financial sectors, as outlined in the 2021 report by
the United Nations Enviromment Programme and the Geneva Association on promoting
sustainability and climate finance in the Arab region.

Table No.l: Sustainable Practices in selected countries in the Arab region
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The table above provides valuable insights into the sustainable practices implemented across
various countries in the Arab region and their outlook. The data reveals a notable trend: most
Arab countries are actively advancing sustainability in the finance and investment sectors.
Although there is evident progress in sustainable insurance practices, it remains relatively
modest compared to other sectors as of 2021,

2. Cover of the new environmentally friendly projects

The Arab governments have implemented several large-scale projects that align with their
vision for 2030, focusing on sustainability and envirommnental friendlmess. Notable examples
include new renewable energy projects in Saudi Arabia, the UAE, and Egypt, such as Neom
city, the Red Sea Project, and solar power stations in Benban, Aswan. These projects have a
combined cost exceeding 50 billion US dollars. The insurance sector plays a crucial role m
providing comprehensive coverage through various types of policies, including issuing lender
endorsements to secure the lender's interest. These insurance products promote environmentally
friendly practices by mutigating the financial nisks associated with such projects. This 1s
considered a significant step towards enhancing sustamability and the green economy. (Al-
Bayan Economic Magazine,2022

3. New creative business models and reinsurance solutions

In the conung decade, the Arab insurance industry is expected to adopt new business models
that heavily rely on Al and data-driven strategies, with a strong emphasis on sustainability.
These models will use Al to enhance risk assessment, improve customer experiences, and
optimize operational efficiency. Notable examples include Peer-fo-Peer (P2P) insurance,
which operates on risk-sharing among individuals, offering personalized coverage options, and
msurance on demand, also known as pay-as-you-go or usage-based insurance, which adjusts
premiums based on actual usage.
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Another innovative model is parametric insurance, which differs from traditional insurance by
paying out predetermined amounts based on the occurrence of specific events, rather than
compensating for actual losses mcurred. This approach depends on advanced mfrastructure
technology, providing flexibility in coverage, cost savings during low-risk periods, and greater
control over insurance expenses. It is particularly effective in sectors such as auto insurance,
where premiums correlate with driving behaviours (World Bank Group, 2018; Ashley Hancock,
2023). Furthermore, the integration of insurance and banking through digitalization will create
new opportunities. Banks may 1ssue certificates or bonds to address reinsurance capacity gaps,
using Alternative Risk Transfer techmiques to convert insurable risks into investment tools,
thereby enhancing efficiency in both sectors (World Economic Forum,2021)

4. Address 2050 goal net zero carbon entission

Achieving the global goals of net-zero carbon emissions by 2050 requires a comprehensive and
collaborative approach across all sectors, including the inswrance industry. The Arab msurance
sector can play a crucial role by developing mmnovative products that incentivize green
mvestiments, support renewable energyv projects, and promote sustainable practices across
industries. Insurers can also integrate climate risk into their underwriting processes,
encouraging businesses to adopt lower-carbon operations. Through these efforts. the industry
can help mitigate climate risks, support resilience, and contribute to the broader goal of a
sustainable, low-carbon economy by 2050. (Swiss Re, 2023)

5. Climate clange adaption

The Arab Insurers will be leverage the Al tools to provide a comprehensive framework
integrating climate and weather data, historical loss records, and predictive analytics models to
better understand and manage climate-related 1isks, including those stemming from natural
disasters, extreme weather events, and climate change impacts which will allow msurers to
refine their r1sk mitigation strategies and offer personalized insurance solutions that protect
policyholders from climate-related threats including risks prediction, and determine any
potential losses for several business models (Insurance Federation of Egypt,2020)

6. Cost Efficiency

Insurance-industry workforce,
The adoption of AT in insurance automation 100
has the potential to significantly streamline PRI o

operations by automating a range of tasks in i ' ==
the Arab markets. According to Exhibit No.

7, this technological shift could lead to the -

replacement of up to 25% of full-time

positions in the industry by 2030. This ! = 55
highlights the critical and immediate need to Acninsiatie supeslt 10
mtegrate Al into operational processes to (ontimetedy (forocac

enhance efficiency and stay competitive in

the evolving market. Exhibit 7: AT effect on Insurance Industry

Source: McKinsey & Company,2020
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Conclusion and Recommendations

It is evident from the previous discussion that the researcher has identified best practices that

require collaboration within the Arab market. This involves working with all parties to leverage

modern technology and the Al revolution to address emerging risks and achieve SDGs, aligning

with the governments' Vision 2030. The following reconunendations outline the steps needed

to achieve these goals:

L.

10.

11.

PAGE

Leverage Al technologies and predictive models by investing in digitalization and
developing a comprehensive strategy. This includes partnering with IT service providers
to enhance digital capabilities.

Collaborate with regulators on their regulatory reforms to enhance innovation, integrate
technological advancements and artificial intelligence within the industry framework,
and address SDGs and ESGs including the mandatory development of talented
employees.

Form partnerships with all parties involved in the Arab insurance sector to invest in a
large digital platform project. This project should incorporate various technologies and
tools to develop and promote a culture of sustainability and financial awareness, while
sharmg the costs among stakeholders.

Develop tailored insurance products that address current emerging risks, including
itegrating solutions for the lack of remsurance capacities. This could involve
mtroducing new financial products, such as Nat Cat Bonds or gender bonds, to transfer
the risk of natural disasters to the capital markets.

Establish national pools among insurers and regulators to cover climate risks and other
emerging risks. This should include the integration of banks and IT developers to
address potential losses and ensure profitable outcomes for key business sectors.
Develop the ecosystem among business partners through technological and
organizational innovations, including mandatory digital transactions. This will
encourage the use of digital tools and support sustainable development.

Enhance new business models such as parametric insurance and usage-based insurance,
which rely on Al to analyse triggers and weather conditions. These models provide
faster, more transparent claims, align costs with 11sk, and encourage safer behaviours,
ultimately improving sustainability and cost efficiency.

Implement awards and penalties by the regulators for who prioritize sustainability and
new Al tools and recognize products that align with environmentally friendly mitiatives,
Address data security and privacy through comprehensive measures, including robust
encryption methods, strict access controls, and regular security audits. Establish clear
guidelines and regulations for the handling, storage, and sharing of data.

Collaborate with social organizations to promote social inclusion for low-income
individuals and small businesses. These programs should offer insurance coverage
along with educational resources, workshops, and training to improve understanding of
insurance products and their benefits.

Form partnerships with global centres and associations to support the Arab insurance
markets and advance sustainable insurance practices and market updates.
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN
LANDSCAPE IN THE INSURANCE INDUSTRY

ABSTRACT: This paper aims to examine how digital transformation and artificial intelligence are reshaping the global

insurance industry and provide practical insights for insurance companies navigating this evolving landscape. By analyzing
global trends and successful case studies, the research offers a roadmap for both global and Egyptian insurance companies to
capitalize on emerging opportunities locally and internationally.

PURPOSE AND FINDINGS OF THE PAPER!: The Egyptian insurance market is poised for significant technological
transtormation, driven by its unique strengths and burgeoning opportunities. With a population exceeding 104 million and a youthful
median age of 24.2, Egypt 1s well-positioned for digital growth. As of June 2024, financial inclusion reached 71.5%. covering 67.3
million individuals aged 16 and above, including 19.2 million young people. The adoption of digital financial tools is growing,
evidenced by 39.4 million active mobile wallet users by the end of 2023. With mobile penetration at approximately 95% and 72.2%
of the population using the internet, the potential for digital platforms and Al-driven solutions to transform the insurance industry is
substantial. The Egyptian Financial Regulatory Authority (FRA) oversees the insurance sector and non-banking financial services,
recognizing the critical role of technology in modernization. The FRA has introduced various regulations to guide digital insurance
advancements, including the new unified insurance law enacted in 2024, which provides a legal framework to accelerate technological
transformation. In 2023, Egypt became a regional leader in AI by adopting the OECD Principles on Responsible Al and the National
Al Strategy, focused on sustainable development, underscores Egypt's commitment to Al-driven growth. This is reinforced by the
Responsible AT Charter, ensuring that domestic Al developers. especially small and medium enterprises, adhere to responsible
practices. The second phase of the National AT Strategy, which follows the completion of the first phase in May 2024, outlines a
roadmap for advancements in governance, infrastructure, and technology, ensuring AT and digital technologies remain central to
Egypt’s future development.

Given this robust foundation and the insurance sector's potential for digital transformation, this research explores how digitalization
and Al are reshaping the global insurance industry. By analyzing current trends and successful case studies. the paper provides insights
into how insurers can navigate an increasingly digital and Al-driven landscape. The research found that insurers must adapt to the
challenges and opportunities presented by digitalization and Al to thrive and strengthen relationships with stakeholders. Embracing
digital transformation through investments in technologies like Al and data analytics enhances operational efficiency and customer
experience, fostering trust and loyalty. Leveraging AT for specific use cases, such as claims processing and underwriting, improves
service quality and reduces costs, while Al-driven product development helps insurers identify trends and personalize offerings.
Prioritizing data privacy and security. alongside building a data-driven culture, ensures customer trust and informed decision-making.
Al-powered tools enhance customer experience by providing personalized. 24/7 service and refining ofterings based on feedback.
Fostering a culture of innovation and building strategic partnerships with InsurTech startups further accelerates development and
benefits customers, positioning insurers for long-term success. The paper includes a matrix on digital transformation in the insurance
industry, detailing key shifts from traditional practices to innovative, technology-driven approaches. It also examines how Al is
enhancing various functions within insurance, such as claims processing, fraud detection, risk assessment, and customer service,
highlighting its role in driving innovation and improving operational efficiency. This research aims to guide the Egyptian msurance
market in capitalizing on domestic and international opportunities, ultimately enhancing operations, customer satisfaction, and
competitive advantage.
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CHAPTER 1. INTRODUCTION?

OVERVIEW OF THE INSURANCE INDUSTRY: The insurance industry is crucial for financial stability, providing a safety net
through risk pooling by collecting premiums and assuming risks. Historically, 1t relied on traditional methods for risk assessment,
customer engagement, and claims processing.
THE NEED FOR A PROACTIVE ROLE: Insurers now have the potential to enhance societal well-being by focusing on risk
prevention and mitigation. Emerging threats like climate change and cybercrime, along with large uninsured populations, highlight
the need for insurers to shift from merely recovering losses to actively addressing and mitigating risks.
THE ROLE OF TECHNOLOGY: To facilitate this transformation. insurers are adopting digitalization Al and generative AL These
technologies offer insights from vast data sources, helping to manage risks more effectively. Digital tools and skilled talent are
becoming essential for industry evolution.
THE RISE OF DIGITAL TRANSFORMATION AND AI: Recent advancements in digital technologies and Al are disrupting
traditional insurance models. Digital transformation includes integrating Al and ToT to optimize processes, enhance customer
experiences, and foster agility. This ongoing integration aims to develop digitally mature organizations that drive growth and deliver
stakeholder value.
PROPLEAM STATEMENT: The insurance industry faces a profound transformation driven by digital technologies and AL While
these advancements offer opportunities such as improved efficiency, personalized services, and enhanced risk assessment, they also
present challenges including data privacy, regulatory compliance, and potential algorithmic bias. Insurance companies must navigate
these complexities to maintain operational integrity and competitive advantage.

CHAPTER 2: HISTORY OF DIGITALIZATION AND AI IN THE INSURANCE INDUSTRY
EARLY DIGITALIZATION EFFORTS (1980s-1990s): The msurance industry began its digital journey by adopting computer
systems for policy management, claims processing, and customer data management. These initial efforts aimed to automate manual
tasks and enhance operational efficiency, marking the early stages of digital transformation (Stoeckli et al., 2018) 3.
ADVANCEMENTS IN AI AND DIGITAL TECHNOLOGIES (Late 1990s - Early 2000s): The rise of the internet significantly
impacted the insurance sector, enabling companies to offer online platforms for direct policy purchases. This transition facilitated
easier plan comparisons, quote acquisitions. and digital transactions, reducing dependence on traditional agent-based sales (Garven,
2002* Eastman et al., 2002a°, 2002b°). The introduction of scanners and complex algorithms further improved pricing accuracy and
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risk management, enhancing profitability (Eling & Lehmann, 2018) *. 2010s: The proliferation of big data and machine learning
techniques revolutionized the industry by allowing for advanced risk assessment, customer behavior prediction, and fraud detection.
Predictive modeling and big data analytics became essential, leading to more precise underwriting and improved customer service
(Cappiello, 2020%). Mobile applications also emerged, enabling policyholders to manage policies, file claims, and access support via
smartphones. RECENT DEVELOPMENT (2020s): The advent of advanced AI technologies, such as deep learning and
convolutional neural networks, has further transformed the industry. AT now automates claims processing, enhances customer
interactions through chatbots, and personalizes insurance products based on comprehensive data analysis (Jaber, 2023°). The industry
1s increasingly adopting a "predict and prevent" model, using Al to forecast risks and implement preventive measures. thereby

improving overall risk management (Avaz et al., 202319,

FUTURE TRENDS: The insurance industry is expected to continue evolving with emerging technologies. Artificial intelligence and
digital tools will drive innovation, leading to more efficient processes, personalized customer interactions, and new business models.
The ability to analyze vast data remains crucial for effective Al implementation, positioning it as a key element for future advancements
(Geneva Association, 2023, LITERARY REVIEW OF TECHNOLOGICAL EVOLUTION: Digital transformation in insurance
mvolves integrating analog and digital worlds through new technologies, which enhance customer interaction, data availability, and
business operations (Eling & Lehmann, 2018'%). The industry’s digital journey has evolved from basic digitization to complex Al and
machine learning integrations (Stoeckli et al., 2018'%). InsurTechs have played a significant role in this transformation, with cloud
computing, IoT, and blockchain technologies being instrumental (Cappiello, 2020'%). Digitalization impacts the entire insurance value
chain, influencing process efficiency, underwriting, product development, and customer engagement (Albrecher et al., 2019%°; Bohnert
et al., 20199).

CHAPTER 3. DIGITAL TRANSFORMATION IN THE INSURANCE INDUSTRY

3.1 DEFINITION AND SCOPE": Digital transformation integrates digital technology into every aspect of an organization,
modernizing processes, products, operations, and technology infrastructure to drive rapid, customer-driven innovation (IBM, 2024).
In insurance, this involves adopting tools like cloud computing. mobile apps, big data analytics, and artificial intelligence. The aim is
to enhance productivity, customer satisfaction, and organizational agility by streamlining operations, offering personalized products,
and addressing emerging risks (Cleffex, 2024). Digitization also increases access to insurance and helps close protection gaps, while
improved underwriting, risk mitigation, and risk assessment through digital tools significantly enhance service quality and efficiency
(Swiss Re, 2023). Digital transformation enhances the insurance industry by improving etficiency through streamlined processes, task
automation, and Al-driven decision-making. It enables insurers to provide personalized customer experiences via online self-service
portals and customized pricing models, boosting satistaction. Scalability allows quick adaptation to market changes and customer
needs, while agility helps in responding to emerging trends and opportunities. Kev trends include Artificial Intelligence (AI):
Enhances risk assessment, fraud detection, and claims processing. Internet of Things (IoT): Gathers data through connected devices
and supports personalized insurance products, like usage-based auto insurance. Blockchain: Improves transparency. security. and
efficiency in claims and contract management. Cloud Computing: Reduces costs and enhances data management, while open
insurance fosters innovation through collaboration with third-party providers (InsurTech Magazine, 2024; Cleffex. 2024; Mobiquity.
2023; IBM. 2024).The global digital insurance platform market. valued at $96.34 billion in 2020, is projected to grow to $279.51
billion by 2030, at a CAGR of 11.3% (Allied Market Research) !®. Digital transformation projects have delivered the highest returns
through improved business resilience (58%), faster decision-making (53%). and increased staff productivity (55%) (Solera, 2022) 1*,
Disparities in digital tool usage between high and low adopters highlight the significant impact of digital maturity on business

outcomes.
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY

3.2 KEY AREAS OF DIGITAL TRANSFORMATION:
CUSTOMER EXPERIENCE?®": Digital transformation in insurance is focused not only on enhancing efficiency but also on
improving customer experiences. Insurers leverage digital tools to offer personalized interactions that surpass traditional customer

service. Artificial intelligence (AI) is central to this shift, with 79% of insurance executives believing AT will revolutionize customer
interactions. Hyper-personalization is a key strategic goal. with 45% of insurers planning to implement it by 2026.

Improving custoimer experience is a priority, with 63% of insurers emphasizing this in their digital strategies. Data analytics 1s vital
for understanding customer behavior, with 70% of executives investing in it. Personalized pricing, facilitated by digital tools, can
boost insurance sales by up to 15%, while customer retention rates are anticipated to increase by 10%. Mobile apps enhance
engagement, raising interaction by 20%. Al-powered chatbots. expected to grow in adoption by 24% annually through 20235, improve
response times by 30% and customer satisfaction through digital self-service options. Predictive analytics improves cross-selling
effectiveness by 25%, and big data analytics provides insights into customer behavior for 73% of insurers. Overall, digital
transtformation has contributed to a 15% increase in policy renewal rates, demonstrating how digital mnovation enhances efficiency,
satistaction. and growth in the competitive msurance market (Aqaba Cont, 2019; WiF1 Talents, 2024; Eckert et al., 2021).
OPERATIONAL EFFICIENCY: Digital transformation has greatly improved operational efficiency in the insurance industry. By
using digital tools and technologies, msurers can streamline their processes, lower costs, and enhance accuracy. A key advantage of
digital transformation 1s in underwriting, where the use of digital data allows for more comprehensive and detailed assessments based
on granular information from multiple sources. This approach has reduced loss ratios by 3-8 percentage points and led to 10-20%

savings across other areas of the value chain (Swiss Re Institute, 2023) 1. The integration of automation and artificial intelligence (AI)
is crucial to achieving these efficiencies. Automation and machine learming algorithms help cut operational costs and boost efficiency
by speeding up response times and reducing manual errors. These technologies also free up employees to focus on more strategic,
value-added activities, optimizing resource allocation and improving customer service with faster, more accurate responses™.
Specific examples highlight how digital transformation enhances operational efficiency. Automated data entry and policy issuance
reduce manual labor and errors, while Al-powered claims processing speeds up claims settlements and improves accuracy (Mobiquity,
2023). Additionally, digital tools help insurers allocate resources more effectively. streamlining workflows and reducing bottlenecks ™.
In conclusion, digital transformation is driving significant improvements in operational efficiency within the insurance industry. By
adopting automation and Al insurers can streamline their processes, cut costs, and enhance the overall quality of their services. better
positioning themselves to meet the needs of modern consumers (LaSoft, 2024) .

DATA MANAGEMENT?®: Digital transformation has significantly increased the volume of data generated by insurance companies,

with big data analytics providing essential tools to manage and leverage this data. Big data enables insurers to enhance their data
management capabilities and gain a competitive edge. A primary advantage of big data analytics 1s 1ts support for data-driven decision-
making. Insurers can make more nformed and strategic decisions based on extensive data analysis. This capability also allows for
detailed insights into customer behavior, preferences, and needs, enabling more tailored products and services.

Big data analytics 1s crucial for risk assessment, helping insurers identify and manage risks more effectively. Predictive analytics, a
key component, allows insurers to anticipate future trends and prepare for emerging ri
product development, optimizing pricing strategies. and improving risk management. By harnessing big data. insurers can make
informed decisions. enhance risk management, and boost overall performance in a data-driven environment.

PRODUCT INNOVATION?®: Digital transformation is revolutionizing insurance product development by enabling innovations that

s. Applications of big data in insurance include

address customer needs®” and emerging risks (Dirnberger, Urban, & von Hiilsen, 2018). Key trends include usage-based insurance
(UBI). which tailors’ premiums based on actual usage, benefiting those who drive less or more safely®. Parametric insurance provides
coverage based on specific events, like natural disasters, offering more predictable and transparent options. Digital product integration
involves embedding technology into everyday items, enhancing their functionality and value. Examples of innovation include
connected cars, which offer features like remote diagnostics and usage-based insurance, and IoT-enabled devices that support
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY
personalized insurance products, such as home insurance linked to smart home technology. Agile development methodologies further
accelerate product development, allowing insurers to respond swiftly to market changes. These innovations enhance customer
experience, increase competitiveness, and improve risk management. By leveraging digital technologies, insurers can better meet
customer needs, address emerging risks, and drive growth.
3.3 SUMMARY: Digital transformation is reshaping the insurance industry across multiple key areas. The matrix below visually
represents this shift, highlighting how digital tools enhance customer experience and operational efficiency. By integrating Al and
advanced digital tools, insurers streamline processes, reduce costs, and improve risk management. Economically, digital insurance
contributes to GDP growth by increasing customer satisfaction, sunplifying transactions, and controlling inflation through better fraud
detection and cost management. Innovations in product development further drive growth and competitiveness. Overall, embracing
digital transformation enhances productivity, expands market reach, and boosts economic activity, positioning insurers to thrive in a

competitive environment.

MATRIX NO. 1: Key Areas of Digital Transformation in Insurance?’ (Prepared by the Researcher)
Digital ransformation in the insurance industry is characterized by significant shifts across varvious kev aveas, moving from traditional practices to more
innovative, technology-driven approaches. Below matrix is an overview of these transformations, imcluding tools, benefits, and economic impacts.

Traditional

Insurance

Digital Insurance

Benefits

Economic Impact

Manua[ time- Al-driven chatbots, Hyper- | Enhanced personazaton, ' 1 GDP per capta: Increased
= ~ | consuming self-service portals, personalization, improved customer customer satisfaction and retention
'g i processes mobile apps Al-driven satisfaction, increased boost demand, driving economic
5‘ E interactions, retention, faster response growth.
8= mobile apps, AI times 1 Employment: Creating jobs in
chatbots | tech support roles.
o High operational | Streamlined Automation, Al Streamlined processes, |t Total factor productivity:
% = costs due to | operations using reduced operational costs, Automation and  streamlined
E ;:ir_ manual automation, reduced enhanced accuracy, processes improve efficiency,
E g | workflows operational costs optimized resource raising overall productivity and
= management output.
Limited data | Advanced analytics |Big Data | Better risk management, i 1t GDP per capita: Data-driven
E usage and basic | and machine learning | Analytics, data- | improved decision-making, | insights enable better business
E E reporting for predictive |driven decision- | enhanced understanding of | decisions, supporting economic
E = insights making customer behavior, growth.
% optimized pricing and | Inflation: Efficient data usage
product development reduces costs.
Traditional Innovative  models | Usage-based New revenue streams, 1 GDP per capita: New products
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E W |based on fixed- | peer-to-peer parametric enhanced product offerings, | economic growth.

% §. term policies insurance insurance, IoT- | improved risk management

Et o enabled devices,

= agile development

methodologies
w0 Manual Automated Faster adaptation to |t Total factor productivity:
2 E monitoring of | compliance checks, regulatory changes, reduced = Automated compliance reduces
E- & 'E | regulatory real-time monitoring risk of non-compliance labor costs and speeds up
g § changes using digital tools regulatory adherence, enhancing
= | productivity.

] Paper-based, Automated  claims Customer-friendly, hassle- | T Total factor productivity: Faster

E Q slow, and manual | assessment, digital free claims, efficiency, and | claims processing reduces costs and

%_ E claims processing | submissions, quick customer satisfaction improves service quality, boosting

87 settlements improvement

overall productivity.
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY

Traditional
Insurance

Digital Insurance

detection |

Tools

Benefits

Economic Impact

claims

o Reactive Proactive Lower fraud rates, reduced | | Inflation: Better fraud detection
% E’ detection based | using predictive costs, and improved minimizes  fraudulent claims,
g £ | onstatic rules analytics and real- accuracy reducing overall insurance costs
= time data | and keeping prices stable.
= Physical branches | Omni-channel Wider reach, improved T GDP per capita: More efficient
Q ; and agents distribution, customer access, lower distribution channels lower costs,
E 5 including online distribution costs improve market reach, and increase
2= platforms and digital economic activity.
= brokers
High operating Low operating cost Cost-effectiveness, | Inflation: Reduced costs from
o cost due to | due to online competitive pricing, digital channels allow for lower
) physical branches | mechanisms improved customer prices, helping to control inflation.
= and offline affordability
procedures
g Multi-step Paperless Increased sales efficiency, | T GDP per capita: Simplified
= ® | procedure, transactions, simple higher conversion rates, buying processes attract more
i*g complicated, and easy online customer convenience customers, boosting sales and
E LE requires purchasing economic growth.
paperwork
Complicated Clear, accessible Better customer 1 Total factor productivity:
= 2 | terms and | communication understanding, increased Improved communication reduces
E’z E conditions through social media, engagement, higher misunderstandings, enhancing
E0E websites, apps satisfaction levels service efficiency and customer
‘ relations.
g Required for all | Almost no Faster processing, reduced | T Total factor productivity:
= transactions, paperwork required administrative burden, Reduction in paperwork speeds up
g including buying, | due to digital improved customer processes and reduces costs,
i renewing, raising | processes experience increasing productivity.

CHAPTER 4. AT INTEGRATION IN INSURANCE

4. 1UNDERSTANDING AIl: Artificial intelligence ( AT) has emerged as a transformative force in the insurance industry, integrating

advanced technologies like machine learning (ML) and deep learning (DL) to enhance operations and services. Al involves developing
computer systems capable of learning, solving problems, adapting to changes, and making informed decisions based on data (IBM,
2023)®. A subset of AL, generative AL utilizes machine learning and extensive data analysis to create new, realistic content, mimicking
human creativity across text, images. and videos. This technology relies on large datasets and powerful computational resources to
perform complex tasks (Deloitte, 2023%'; Saudi Digital Government Authority, 2023%),
Generative AT has gained significant attention since the introduction of applications like ChatGPT and DALL-E 2 in 2022. Tts potential
spans various sectors, including insurance. Generative Al plays a crucial role in analyzing customer behavior and enhancing service
offerings by generating actionable insights. According to a Gartner survey. 38% of executives prioritize improving customer
experience and retention through generative Al with revenue growth (26%), cost optimization (17%). and business continuity (7%)

following as secondary motivations (Gartner, 2023%),

A notable distinction between traditional Al and generative Al is the latter's ability to create original outputs that emulate human-like
creativity, such as coherent writing and hyper-realistic images. This capability has drawn significant interest from both public and
private sectors for its potential to produce data and outcomes previously achievable only through human effort (Google Cloud,
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY
202334). Generative Al models have demonstrated the ability to generate outputs across six key dimensions, as identified by the

Deloitte Institute for AI (2023) *. AT's influence in insurance extends beyond enhancing customer experience. It significantly impacts
underwriting processes, risk assessment, and claims management. AT facilitates the automation of claims processing, reduces human
intervention, and enhances fraud detection. Machine learning algorithms enable insurers to analyze claims data patterns, optimize
worktlows, and improve overall operational efficiency (Jopta et al., 2018; Kakki et al., 2020). Additionally. Al supports faster
underwriting, refined risk selection, and more tailored pricing strategies (Larson & Sinclair, 2021; Maehashi & Shintani, 2020).

Al's capabulities are further amplified by 1ts integration with the Internet of Things (IoT). By processing data from connected devices,
AT enhances risk assessment accuracy and supports the development of innovative insurance products (The Geneva Association,
2023%), As internet-connected devices and autonomous vehicles become more prevalent, insurers must adapt their risk models and
offerings to meet evolving customer needs and expectations (World Economic Forum, 2015%7).

In conclusion, artificial intelligence, including generative AL 1s crucial in driving digital transformation within the insurance industry.
It enhances efficiency. customer interaction. and expands the scope of insurability. AT allows insurers to transition from a reactive
claims model to a proactive approach focused on risk prevention and mitigation. The ongoing integration of Al technologies promises
to elevate service quality, operational efficiency, and customer satisfaction in the insurance sector (Ayaz et al., 2023*%).

4.2 THE PENETRATION OF AI IN THE INSURANCE INDUSTRY: According to a report from Allied Market Research®®
in 2022, the share of artificial intelligence in the global insurance market reached 2.74 billion US dollars in 2021 and is expected to
reach 45.74 billion US dollars by 2031, with a compound annual growth rate of 32.56% from 2022 to 203 1. MarketResearch.Biz**
also anticipates substantial growth in the global market for generative artificial intelligence within the insurance sector. The market
size for generative Al 1s expected to increase from $346.3 million in 2022 to $5.543.1 million by 2032, with a robust CAGR of 32.9%
from 2023 to 2032. In terms of regional distribution*', North America dominated the generative Al market in the insurance sector,
accounting for 44% of the global market share in 2022. This region is expected to maintain its leading position throughout the forecast
period, with the United States holding the largest share, followed by Canada. In the U.S., insurance companies such as Prudential

Financial, MetLife, and Berkshire Hathaway are leading the adoption of generative AL The health insurance sector continues to expand
its use of AI technologies. A report by Allianz Global (2023)* highlights that the insurance industry is one of the sectors with the
highest potential value from Al technologies. McKinsey estimates that Al could add up to S1.1 trillion in potential annual value to the
global insurance industry. Al technologies offer numerous benefits, including the ability to leverage larger datasets to enhance
operations, automate customer service, improve risk modeling, and refine predictions. Al can transform claims management—
encompassing prevention, notification, settlements, and fraud detection. Additionally. in life insurance, AT presents opportunities to
boost revenue, enhance efticiency, and mitigate risks.

4.3 KEY USES OF AT AND GENERATIVE AT IN THE INSURANCE INDUSTRY

Al IN UNDERWRITING OPTIMIZATION: The growing interest in artificial mtelligence (AI) within the insurance industry is
driven by the need to automate time-consuming manual tasks and harness increasing data availability. According to CEM Dilmegani

(2023) %, 56% of insurance executives believe that AT will enhance operational efficiency, with 47% planning to accelerate Al

investments in the coming year. Automating underwriting processes with Al and machine learning provides significant benefits. Agnes

Veket*! highlights that these technologies assist underwriting professionals by offering insights from diverse data sources, aiming to

maximize Straight Through Process (STP) rates. Al enhances underwriting and risk assessment through several key improvements:

— Efficient Processing: Al accelerates the processing of insurance requests, freeing up time for other tasks.

— Improved Risk Assessment: Machine learning models offer deeper msights into client risks, enhancing risk evaluation accuracy.

—— Profitable and Dynamic Pricing: Al enables precise, real-time pricing based on risk data, which improves profitability and
customer satisfaction.

— Advanced Technologies: Al deep learning, and robotic automation contribute to faster and more profitable operations.
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY

AT's potential is further realized by combining machine learning and deep learning with internal and external data accessed through

APIs. This approach helps insurance companies make informed underwriting and pricing decisions, benefiting all stakeholders.
Additionally, AT addresses the complexities of modern insurance by integrating computer vision and IoT technologies to monitor asset
conditions and make real-time adjustments, thus enhancing accuracy. Geographic Information System (GIS) data further reduces the
need for manual inspections by continuously monitoring property conditions over tume (Ellis et al., 2022). In life insurance, Al
improves revenue, efficiency, and risk management by refining mortality rate determination and decision-making processes. This
advancement fosters long-term customer relationships and enhances overall operational effectiveness (Revechat, 2023).

AL IN CLAIMS MANAGEMENT: Effective claims management 1s critical in nfluencing customer retention. as a 2017 global

5

survey by Ernst & Young® revealed that 87% of policyholders consider their claims experience when deciding to stay with an
insurance provider. According to IBM, claimants who receive 80% of their compensation within three days report higher satisfaction
compared to those who wait three weeks for the full amount. KPMG estimates that AT investments could save nearly $1.3 billion
across auto, property, life, and health insurance sectors by reducing claim settlement times and boosting customer loyalty. McKinsey
predicts that AI could cut claims processing costs by 70% to 90% by 20307,

Al can transform claims management from a back-office function into a competitive advantage. leading to increased market
differentiation and customer loyalty. However, poor claims processing can harm customer satisfaction and inflate costs. To enhance
customer experience, insurance companies should focus on leveraging data-driven insights and advanced AI algorithms. rather than
solely concentrating on cost reductions (Ellis et al., 2022%7),

Natural Language Processing (NLP)*® plays a crucial role in managing and extracting valuable information from extensive data sets,
thereby improving decision-making. AT applications, including machine learning and predictive models. offer clearer insights into
claims costs and streamline claims management processes (Deloitte, 2023). Generative Al further supports claims management by
enhancing chatbots that process first loss notifications, provide real-time information, and improve response times. It also assists in
risk identification by analyzing data from various sources, helping develop risk mitigation strategies, and recommending safety
improvements and policy adjustments (Deloitte, 2023*). Overall, AT contributes to enhancing claims reserves by:

— Real-time Claims Estimate Processing: Accelerating data preparation for claims analysis.

— Early Fraud Detection: Minimizing manual effort and reducing claim processing delays.

— Risk Inspection: Measuring damages more accurately and safely.

— Enhancing Claims Reserves: Allocating funds more efficiently to safeguard against unexpected losses (Singhda Patel, 2023).

AL IN FRAUD DETECTION AND PREVENTION: The 2021 "State of Insurance Fraud Technology Study." conducted by the
Coalition Against Insurance Fraud and SAS Institute Inc, highlights the growing adoption of anti-fraud technologies by insurance
companies. The study highlights a significant rise in the adoption of digital tools and artificial intelligence in the insurance industry.
Currently, 80% of participants use predictive modeling for fraud detection, up from 55% in 2018. Additionally. 71% plan to invest in
technology for claims fraud detection within the next 12 to 24 months. A focus on enhancing analytics 1s evident, with 65% of those

exploring predictive models aiming to improve referral quality. Text mining usage has also increased. from 33% to 65% since 2018,
showcasing a growing reliance on advanced data analysis techniques™°.

Insurance fraud is a substantial problem. costing the U.S. over $80 billion annually™'. The study highlights the rapid evolution of anti-
fraud technologies. including artificial intelligence (Al). geographic targeting, and automation. Al brings numerous advantages to
fraud prevention, such as automated warning signals. photo analysis technology. report generation, and enhanced case management
processes. It also facilitates exception reporting, link analysis, and data visualization. By utilizing AT and machine learning, insurers
can detect and prevent fraudulent claims more swiftly and accurately. These technologies analyze unstructured and semi-structured
data, such as claims notes and documents, to identify potential fraud that traditional systems might overlook.

AIIN CUSTOMER SUPPORT?: Al enhances customer support in insurance through various applications of Al-enabled chatbots,
which improve response times and overall service quality. Key uses of Al in customer support include:
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY

-Offering Policy Information & Answering FAQs: Al chatbots can decode complex insurance documents, providing customers with
clear and accurate answers about plans, premiums, coverage, and more. This improves customer understanding and accessibility to
policy details.

-Filing & Processing Claims: Chatbots®®, such as those using ChatGPT technology, allow customers to file claims easily via
smartphones. These chatbots quickly access customer information trom databases, streamlining the claims process with high speed

and efficiency.

-Managing Policies: Al-driven conversational tools assist customers with managing their policies. They can send renewal reminders,
provide updates on document details, remind customers of upcoming premiums, simplify payment processes. and allow easy
modifications to personal details. Al can also scan and process uploaded documents. checking for discrepancies.

-Making Policy Recommendations: AT assistants act as virtual insurance advisors by understanding customer needs through natural
language understanding (NLU). They provide personalized coverage recommendations based on customer interactions, enhancing
sales processes and meeting customer preferences.

-Customer Support: Al chatbots offer 24/7 support, handling up to 80% of routine queries and freeing human representatives to
tackle more complex issues. This technology improves support scope, productivity, and efficiency by automating routine tasks and
addressing urgent inquiries promptly.

Al FOR PREDICTING CUSTOMER CHURN 5+ AT is increasingly recognized for its transformative potential in customer
interaction and retention. According to Accenture, 79% of insurance executives believe Al will revolutionize customer data
management and interaction. Alexander Barinov (2022) highlights customer attrition as a major challenge, impacting financial stability
and growth. AT addresses this by predicting and reducing customer churn through machine learning.

Al effectively detects changes in customer behavior, helping insurance companies retain customers and lower churn rates, which can
range from 5% to 40% depending on the market and product. Retaining existing customers is generally more cost-effective than
acquiring new ones, making churn prediction a valuable tool for maintaining profitability. Machine learning and data extraction
techniques enable AT to analyze large and complex datasets, including customer profiles, behaviors, claims records, and feedback. By

identifying patterns and correlations, Al can forecast potential churn and provide actionable insights to enhance customer satisfaction
and loyalty.

Al FOR PROVIDING CUSTOMIZED INSURANCE COVERAGE FOR EACH CUSTOMER ACCORDING TO THEIR
NEEDS: Selecting the right insurance policv can be challenging due to varving terms. coverages. and premiums. Al-based personalized

recommendations address this issue by analyzing exfensive data, including customer profiles, demographics. financial information, and online
behavior. Al algorithms process this data to gain insights into individual preferences, risk profiles, and specific needs. This allows
insurance companies to offer tailored recommendations that align with each customer's unique circumstances, rather than providing a
uniform policy. By leveraging Al, insurers can deliver customized solutions that meet individual requirements, reducing customer
frustration and enhancing engagement (Mora AL, 2023) .
CHAPTER 5. COMPREHENSIVE ANALYSIS OF AI AND DIGITAL TRANSFORMATION IN
THE INSURANCE INDUSTRY: CASE STUDIES AND KEY TAKEAWAYS

The following MATRIX (2) demonstrates how insurance companies are integrating Al into various fimetions to enhance their operations. AI improves claims
processing by providing faster and more accurate assessments (e.g., Fukoku Mutual, AXA, Zuvich) and strengthens fraud detection through real-time analsis
fe.g., Anadolir Sigorta). It also enhances risk assessment and underwriting processes, enabling more personalized products (e.g., Swiss Re, Natiomvide), and
revolutionizes cstomer seivice by delivering 24/7 support and personalized interactions fe.g., Kotak Life, Lemonade, Allianz Direct). Additionally, AI stipports
the prediction of customer cluirn and facilitates proactive retention strategies fe.g., Universitv of Malava). These case studies underscore AI's pivotal role in
driving timmovation within the msuvance indust.

MATRIX NO. 2: Case Studies of AT Applications in Insurance — Key Benefits and Outcomes (Prepared by the Researcher)

APPLICATION KEY BENEFITS OUTCOMES
Fukoku - IBM's Watson for Claims Data Analysis | - Automates extraction of - 30% improvement in productivity
Mutual Life | - Al-driven natural language processing relevant information from vast | - Annual savings of $1 million
Insurance®® | (NLP) for analyzing medical records and | medical files - Reduced processing time for insurance payouts
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KEY BENEFITS

OUTCOMES

- Cognitive technology to automate - Improves accuracy and speed| - Enabled employees to focus on complex, non-routine
decision-making in claims processing of claims assessments tasks
AXA - Al-driven damage assessment - Provides accurate repair cost | - 30% faster claims processing
Insurance’” | - Al algorithms to analyze images of estimates within minutes - Significant reduction in error rates
vehicle damage - Reduces time spent on - Increased operational efficiency
- Integration with mobile apps for real-time| manual damage assessments - Improved customer satisfaction through faster
estimates and quicker claims processing - Enhances customer service delivery
satisfaction
Anadolu - AT for Fraud Detection - Quickly identifies and - 210% return on investment in the first year
Sigorta™ - Real-time fraud detection system using | mitigates fraudulent claims - Recovery of $5.7 million in fraudulent claims
machine learning algorithms - Automates fraud detection - Significantly reduced processing costs
- Automated review and scoring of claims | processes - Improved accuracy and efficiency in fraud detection
to flag potential fraudulent activities - Reduces financial losses due
| to fraud
Global - Al for Flood Prediction and Risk - Enhances accuracy in - 75%-77% ROCAUC score, indicating high predictior
Reinsurance | Management predicting flood risk accuracy
Company™ | - Use of DistilBERT model for data - Allows for better risk - 83% accuracy in market modeling
analysis assessment and management | - Underwriting time reduced tenfold
- Multimodal machine learning integrating | - Reduces financial impact - Better risk mitigation strategies for clients and
_geographical and meteorological data from natural disasters _improved decision-making
Swiss Re® - Al in Underwriting and Risk Assessment | - Automates risk assessment - Up to 90% Straight Through Processing (STP) rates
- Predictive analytics models for customer | for underwriting - Applications processed in under 4 minutes
classification - Enhances accuracy of risk - Significant reduction in manual underwriting efforts
- Integrated into the Magnum Pure© classifications - Enhanced customer experience through faster
platform for real-time processing - Increases efficiency and service
speed of processing
Zurich - ChatGPT-based Al for Claims Processing | - Automates responses to - 84% automation of customer queries
Insurance® | - Advanced natural language processing customer inquiries - 70% improvement in accuracy of claims data
(NLP) for handling customer queries and | - Improves accuracy in data extraction
extracting relevant information from claims| extraction from customer - 10% increase in website engagement
data documents - Reduced need for human intervention in routine
- Enhances user experience queries
Kotak Life - Al-Driven Omnichannel Chatbot for - High degree of - 85% Customer Satisfaction (CSAT) score
Insurance® | Customer Support personalization in customer - 82% of queries resolved without human intervention
- Custom WhatsApp bots tailored for support - Saved approximately 8,000 hours of agent work per
various customer segments - Automated responses to year
- Al enables seamless interaction across common inquiries - Improved customer engagement and satisfaction
multiple digital channels - Consistent support across all
channels
Lemonade - Al Chatbots for Customer Interaction and | - Provides 24/7 customer - 90% customer satisfaction
Insurance® | Claims Processing support - Claims processed within minutes
- Use of Natural Language Generation - Streamlines claims - Entire registration process handled by Al-driven
(NLG) to interact with customers processing chatbot
- Automates initial claims filing and policy | - Reduces time and effort - Significant reduction in customer service and
_registration required for policy registration | processing costs
University of | - Al-Based Churn Prediction - Provides insights into - 89.4% accuracy in predicting customer churn
Malaya & - Use of Decision Trees, Neural Networks, | customer behavior and churn | - Key factors leading to churn identified
Malaysian and Support Vector Machines (SVMs) to | factors - Development of targeted customer retention
University of | predict customer churn - Enables proactive customer | campaigns
Technolog® - Improved customer loyalty and reduced churn rates
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APPLICATION

DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUS

KEY BENEFITS

OUTCOMES

- Analyzes customer data to identify risk of| retention strategies
churn - Enhances marketing efforts
Nationwide | - A for Customized Insurance Coverage | - Offers personalized insurance| - 70% of new insurance policies are usage-based
& Others® - Leverages data from IoT devices (e.g., plans based on real-time data | - Premiums tailored to individual risk profiles
telematics) to monitor customer behavior | - Encourages safer driving - Encourages safer driving, reducing overall claims
- Al analyzes driving patterns to tailor behavior costs
insurance offers - Provides more accurate - Enhanced customer satisfaction and retention
premium calculations
Naya% - Al for Health Benefits Recommendations | - Personalized health benefits | - Tailored health benefits plans
- Al-driven matching of users with suitable | recommendations - Higher customer engagement in selecting health plan:
health benefits plans - Streamlines the selection of | - Streamlined customer experience
- Analyzes customer data including age, suitable health plans - Improved health outcomes due to better plan
health history, and lifestyle preferences - Improves customer alignment
| | | satisfaction
Sproutt - Al for Life Insurance Recommendations | - Provides personalized life - Faster and more efficient customer assessments
Insurance®” | - Uses Quality of Life Index to assess insurance plans - Tailored insurance products based on individual
customer needs - Enhances accuracy in policy | lifestyle factors
- Al considers factors such as lifestyle, recommendations - Improved customer satisfaction and engagement in
emotional health, and nutrition for life - Reduces time to process insurance selection
insurance suggestions customer information
Ping An - Al in Ecosystem Strategy and Digital - Integrates diverse business - 400% increase in market capitalization between
Insurance Transformation lines through Al and digital 2013-2019
(Group) - Al applications in financial services, platforms - Over 214 million retail customers and 579 million
Company of | healthcare, automotive, real estate, and - Automates customer mternet users
China, Ltd® | smart cities interactions across ecosystems | - Leading global rank in digital healthcare patents
- Acquired Autohome and enhanced it with | - Enhances cross-selling - High cross-subsidiary customer contract rates (74
Al for seamless integration of banking, opportunities across million)
financing, and insurance services subsidiaries
John - Al in the Vitality Program for - Encourages healthier - Higher levels of customer engagement
Hancock® Personalized Life Insurance lifestyles - Positive impact on customer health behavior (e.g.,
- Utilizes data from wearable devices to - Tailors premiums and increased physical activity)
monitor customer health rewards based on individual - Increased customer satisfaction and retention
- Al-driven analytics provide personalized | behavior - Business growth through new customer acquisition
health and wellness insights - Increases customer
engagement
Allianz - Al and Digitalization for Customer - Simplifies and speeds up the | - 60-second Al-enabled claim process
Direct™ Experience claims process - +90% customer satisfaction after revamping custome;
- Al-based loss assessment for claims - Provides a seamless, experience
- Scalable digital platform for consistent consistent customer experience| - 15% year-over-year revenue growth in selected
service delivery across European markets | - Supports rapid deployment of| markets
new products - 30-50% reduction in operational costs

CONCLUSION: Al is revolutionizing the insurance industry by automating processes, enhancing decision-making, and improving
customer experiences. The case studies highlight AT's benefits, including increased efficiency. cost savings. improved accuracy, and
greater personalization. As Al advances, it will continue to reshape the msurance landscape with new and mnovative applications. The
following table summarizes Al's diverse use cases across the insurance value chain, from product development to customer experience.
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DEALING V ) / : -DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY
It shows how AT applications, such as risk assessment, claims processing, and customer service, are driving significant benefits like

faster processing, reduced costs, improved accuracy, and tailored customer interactions.
TABLE NO. 1 AI Applications Across the Insurance Value Chain: Enhancements and Benefits

VALUE AI APPLICATION ACROSS INSURANCE VALUE

CHAIN CHAIN BENEETES
Product - Analyze usage patterns, identify product gaps, and - New product development, tailored products, rapid product
Development innovate product design adjustment, improved design
Risk Rating & | - Analyze and price risk, automate underwriting, use natural | - Improved risk assessment, faster underwriting, personalized
Underwriting | language processing (NLP) pricing
Sales & - Personalize offerings, recommend products, and automate | - Increased sales, reduced sales costs, improved customer
Distribution sales processes engagement, customer satisfaction
Policy - Automate policy processes (subscription, renewal, - Increased efficiency, reduced errors, improved customer
Administration | modification) service, personalized service
Claims - Automate routine claims processing, analyze claims data - Faster and more accurate claims processing, fraud reduction,
Management (images/text), detect anomalies reduced costs, improved accuracy
Customer - Use chatbots, analyze customer sentiment and behavior, - Improved customer satisfaction, personalized
Experience implement predictive analytics recommendations, increased retention, faster responses
Fraud, Waste | - Analyze data to detect fraud patterns and prevent abuse - Reduced fraud losses. improved risk management, enhanced
& Abuse resilience of insureds
Marketing - UtEiliz_e predictive analytics and automated demand - New marketing channels, tailored outreach, accurate pricing

analysis

Source: Prepared by the researcher based on the case smdies presented above and sourced from The Geneva Association, adapted from Eling et al. and Accenmre,
and Arthur D. Little.

CHAPTER 6. CHALLENGES OF IMPLEMENTING DIGITAL TRANSFORMATION
AND AI IN THE INSURANCE INDUSTRY"

The implementation of digital transformation and artificial intelligence (Al) in the mnsurance industry brings significant opportunities

but also presents a series of complex challenges that need careful consideration. Understanding these challenges is crucial for insurance
companies to successfully navigate the digital landscape and harness the full potential of AL

BIAS AND DISCRIMINATION: One of the most significant risks of AT in the insurance sector is bias. Al algorithms, if trained on
biased data. can inadvertently perpetuate biases, leading to potential discrimination against certain groups, such as people of color or
low-mcome individuals. The unintended correlations and indirect discrimination can result in unfair treatment and negative customer
experiences. Insurers must develop methodologies to detect and prevent unwanted biases in Al models, ensuring that fairness and
equity are upheld.

SHORTAGE OF SKILLED PERSONNEL: The adoption of Al technologies requires a specialized skill set that is currently in high
demand worldwide. The shortage of qualified specialists and data scientists poses a considerable obstacle for insurers seeking to adopt
AT effectively. This skills gap can hinder the ability to develop, deploy. and manage AI systems. potentially leading to nefficiencies
and suboptimal outcomes.

PRIVACY AND DATA SECURITY: Privacy is a substantial challenge in the digital transformation of insurance. Insurers must
ensure that they are collecting and using customer data ethically and transparently, complying with pertinent data protection laws. The
increasing use of AT necessitates rigorous data privacy protocols to sateguard sensitive information. The storage of large amounts of
customer data in the cloud makes it vulnerable to cyber-attacks, necessitating robust security measures such as data encryption, multi-
factor authentication, and continuous monitoring.

REGULATORY COMPLIANCE: The insurance industry is heavily regulated, and the use of Al introduces new regulatory
challenges. Insurers must navigate a complex regulatory landscape to ensure compliance with existing laws and regulations. The use
of Al for data analvtics and pricing could raise concerns about discrimination if certain groups are charged higher premiums based on
their data profiles. Insurers must work closely with regulators to align their digital transformation efforts with legal requirements and
maintain transparency in their Al practices.

LACK OF TRANSPARENCY AND EXPLAINABILITY: AT algorithms are often considered black boxes due to their complexity,
making it difficult to explain causation and the role of each variable used. This lack of transparency can lead to challenges in verifying
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY
whether algorithms are fair and unbiased. Insurers must define use-case-specific transparency requirements and implement audit trails
for AT models to ensure accountability and build trust with customers.

OPERATIONAL RISKS: The shift toward digital transformation can lead to increased operational risks. as processes become more
reliant on technology. Over-reliance on Al could result in a loss of human oversight. particularly in sensitive areas such as underwriting
and claims management. Insurers must carefully manage the balance between automation and human intervention to avoid negative
impacts on customer satisfaction and ensure that critical decision-making processes are handled with care.

INFRASTRUCTURE CHALLENGES: Supporting digital transformation requires robust IT infrastructure and processes. Insurers
need to invest in modernizing their IT systems to support Al and other digital technologies. This mvestment can be significant,

requiring not only financial resources but also the right skills and capabilities to achieve IT modernization goals. Without the proper
infrastructure, digital initiatives may face scalability and reliability issues.
CUSTOMER EXPERIENCE: As insurers embrace digital transformation, understanding customer needs and preferences becomes
increasingly important. A personalized customer experience, supported by Al-driven insights, can enhance customer satisfaction and
loyalty. However, if not managed effectively, digital transformation efforts could lead to a disconnect with customers, especially in
high-touch interactions like claims processing. Insurers need to maintain a customer-centric approach throughout the digital journey.
CYBERSECURITY: The increased use of digital platforms and data storage solutions introduces new cybersecurity risks. Insurers
must remain vigilant against cyber threats to protect customer data and maintain the integrity of their systems. A robust cybersecurity
framework 1s essential to safeguard against potential breaches and ensure the trust of customers and stakeholders.
CULTURAL AND ORGANIZATIONAL CHANGE: Digital transformation is not just about technology: it also involves a
significant cultural shift within organizations. Insurers must foster a digital mindset across the entire organization. encouraging
mnovation and embracing change. Leadership must drive digital initiatives, and employees at all levels should be involved in the
transformation process to create a cohesive and forward-thinking organizational culture.
CONCLUSION: While digital transformation and Al offer promising opportunities for the insurance industry, they come with
inherent challenges that require strategic management. Insurers must address biases, data privacy, regulatory compliance, and other
risks while ensuring that they have the necessary infrastructure, skills, and organizational culture to support digital initiatives. By
proactively managing these challenges, insurers can leverage digital transtormation to drive efficiency, enhance customer engagement,
and create new avenues for growth and revenue.
CONCLUSION: DEALING WITH AN INCREASINGLY
DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY”

As the msurance industry evolves, embracing digital transformation and AT is crucial for insurers to stay competitive and strengthen

their relationships with stakeholders. This research has identified key strategies that insurers must adopt to thrive in this increasingly
digital landscape.

1. Embrace Digital Transformation: Insurers must invest in modern technologies such as AL cloud computing, and data analytics
to enhance operational efficiency and improve customer experience. This investment not only streamlines operations but also fosters
trust and loyalty by delivering more personalized and efficient services..

2. Leverage AI for Competitive Advantage: Identifying specific use cases where Al adds value—such as in claims processing,
underwriting, and fraud detection—benefits both msurers and their customers by reducing costs and unproving service quality.
Implementing user-friendly Al tools ensures that employees can easily adopt new technologies, leading to better service outcomes for
customers. Training staff in Al also empowers them to provide more personalized and efficient service, which strengthens customer
relationships.

3. Innovate with AT in Product Development: Al-driven predictive analytics helps insurers identify emerging trends and gaps in
product offerings, enabling them to develop targeted products that meet specific customer needs. This not only increases customer
satisfaction but also strengthens the insurer's market position. Personalizing product recommendations using Al enhances the relevance
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY
of offerings. driving both customer satisfaction and sales. Furthermore, Al can refine risk-based pricing, offering fairer rates to
customers while improving profitability.

4. Prioritize Data Privacy and Security: As data becomes a critical asset, insurers must establish robust data governance frameworks

to protect customer information and comply with regulations. This builds customer trust and enhances the insurer's reputation.
Investing in cybersecurity measures safeguards sensitive information, which is erucial for maintaining customer confidence. Al can
also be leveraged for fraud detection, cybersecurity, and catastrophe modeling, offering both protection for the insurer and peace of
mind for the customer.
5. Build a Data-Driven Culture: Establishing strong data governance ensures that data is accurate, secure, and private—benefiting
both the insurer and the customer. Tramning employees in data literacy empowers them to make informed decisions that improve service
quality and customer satisfaction. By integrating data analytics into all business aspects, msurers can make decisions that better align
with customer needs and market trends, leading to improved outcomes for all stakeholders.
6. Focus on Customer Experience: Al-powered tools like chatbots and virtual assistants enable insurers to offer personalized, 24/7
service, lumproving customer satisfaction and loyalty. Actively gathering and analyzing customer feedback allows insurers to
continuously refine their offerings. ensuring they meet evolving customer needs. Creating a seamless customer journey across all
channels—both online and offline—ensures a consistent, satisfving experience that strengthens the customer-insurer relationship.
7. Foster a Culture of Innovation: Encouraging experimentation with new technologies and ideas not only helps insurers stay
competitive but also empowers employees to take ownership of innovation. Collaborating with startups and technology providers
introduces fresh perspectives and accelerates the development of innovative solutions that benefit customers. Investing in employee
development ensures that the workforce is equipped to navigate the digital landscape, which in turn enhances service quality and
customer satisfaction.
8. Build Strategic Partnerships: Collaborating with InsurTech startups provides insurers with access to innovative technologies that
can enhance their offerings and better meet customer needs. Strategic investments in these startups can also accelerate innovation and
provide exposure to cutting-edge ideas. which ultimately benefits the customer through improved products and services.
By implementing these strategies, insurance companies can effectively navigate the complexities of the digital age, leveraging
Al and digital transformation to drive innovation, improve efficiency, and enhance relationships with customers, employees,
and partners. This integrated approach not only ensures a competitive advantage but also aligns with the broader goals of
Egypt's National Al Strategy, positioning the Egyptian insurance market as a leader in the global landscape.

TABLE NO. 2 : SUGGESTED ACTION PLAN FOR INSURERS IN THE DIGITALAGE

ACTION AREA DESCRIPTION TIMELINE
Modernize IT infrastructure by upgrading legacy systems to cloud-based platforms, ensuring | Short-term

Technology scalability and flexibility. Adopt Al tools for automation in claims processing, underwriting,

Investment and customer service. Ensure data security by implementing robust cybersecurity measures

and complying with regulatory standards.
Build a team with expertise in Al, data analytics, and digital technologies through continuous | Ongoing

Digital Talent ; ; : : i o s :
& learning programs, partnerships with educational institutions, and recruitment from tech-
Development
savvy talent pools.
Personalize interactions using Al-driven insights to tailor products and services to individual | Short-term
Customer customer needs. Improve efficiency through streamlined operations and Al-powered tools, & Ongoing
Experience enhancing service delivery. Develop innovative products by leveraging predictive analytics
to anticipate customer needs and market trends.
- Leverage data analytics to gain real-time insights into customer behavior, market trends, and Ongoing
.. operational efficiency. Implement AT to optimize decision-making processes, from pricing to
Decisions .
risk assessment.
Culture of Encourage experimentation with new technologies, fostering a culture that rewards Ongoing
) innovation and creativity. Collaborate with InsurTech startups and technology providers to
Innovation : - .
bring fresh perspectives and solutions.
Prospect Identify and engage new prospects by using Al-powered tools to analyze market data, predict | Ongoing
Engagement customer needs, and tailor outreach strategies.
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DEALING WITH AN INCREASINGLY DIGITAL AND AI-DRIVEN LANDSCAPE IN THE INSURANCE INDUSTRY

ACTION AREA DESCRIPTION TIMELINE
Provide seamless digital experiences across all channels, ensuring customers can access Short-term
Seamless Digital services effortlessly online and offline. Offer tailored insurance options through Al-driven & Ongoing
Experience product personalization. Grant instant access to information and services with Al-enabled
self-service platforms.
PalicyhpldE: Personalize insurance solutions using Al to analyze customer data and preferences. Ensure Ongoing
RBEAEAE accessibility, convenience, and consistent experience across all channels. Implement
Generative Al (GenAl) for increased engagement and proactive service delivery.
Msrketing & Digitize marketing, distribution, and services by util_izing A¥ and .autorngtion to streamline Short—te?'rn
Techmlogy processe_s and enhancei cu§tomer outrea_ch. Lr_np%'ove interaction with po_llcyholde.rs through & Ongoing
Efficlsricy personalized communication and Al-driven insights. Create a fully digital experience for

partners by integrating digital tools across the value chain.

Modernize contact centers with Al-driven customer service tools. Improve sales and service Short-term
Cost Management performance through AT analytics and automation. Implement performance marketing by & Ongoing

leveraging data to optimize campaigns and reduce acquisition costs.

This comprehensive and integrated approach empowers insurers to not only navigate the complexities of the digital era but
also to strengthen relationships with customers, employees, and partners, driving sustainable growth and maintaining a
competitive edge in an increasingly digital and Al-driven industry.
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Introduction

In an era where social media dominates and traditional advertising often falls flat, insurance
companies face a unique challenge: How can a product typically perceived as mundane, complex,
and “adult-oriented™ appeal to a younger, more digitally-savvy audience? The answer may lie in
an unexpected realm—influencer marketing. This strategy, which has revolutionized industries
from fashion to technology, remains largely untapped in the insurance sector. But its potential

becomes clear when we examine the changing landscape of consumer trust and decision-making.

Since the emergence of the COVID-19 pandemic, mflation has evolved beyond an economic
term; it has become a tangible force impacting daily lives and financial decisions. With
skyrocketing living costs and diminished purchasing power, consumers are re-evaluating their
spending habits. Unfortunately for insurers, their products often fall into the “non-essential”

category—ifar from the “must-have” or even “nice-to-have” for many.

Paradoxically, while people cut back on msurance, they continue to invest in gadgets and
experiences. A recent survey by TechRadar revealed that individuals are willing to reduce dining
out to save for the latest smartphone (Piltch, 2023). This raises an important question: If consumers

are still spending, why 1sn’t insurance on their list of priorities?

The disconnect suggests that the msurance industry needs to rethink its marketing strategies.
Traditional methods that focus heavily on selling products have failed to resonate with modern
consumers who crave authenticity, relatability, and personalized experiences. Insurance, i1s deemed
“non-essential”, a product that people generally don't want; they only buy it because they have to.
Most msurance 1s still being sold, not bought—a product consumers purchase out of necessity
rather than desire. Herein lies the opportunity for msurers to harness the power of mfluencer
marketing—a tool that leverages trusted voices and authentic connections to reshape consumer

perceptions and build brand loyalty.

This article explores how influencer marketing can revolutionize the insurance industry by
addressing current market challenges, offering targeted strategies for implementation, and
demonstrating its untapped potential to make msurance not just a necessity but a valued part of
consumers' lives. By engaging with influencers who connect with audiences on a personal level,

msurers can transform their approach, build credibility, and reach new, diverse demographics.
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Market Climate Challenges: Bridging the Gap Between Consumers and
Insurers

The current economic climate, shaped by inflation and the rising cost of living, has driven
consumers to scrutinize their spending more than ever. While many are cutting back on what they
consider "non-essential" expenses, such as insurance, this trend reveals a deeper, more nuanced
challenge for msurers: a fundamental disconnect between consumer perception of value and the

way insurance products are marketed.

Recent studies indicate that purchasing decisions are increasingly influenced by factors beyond
price. For example, a survey by TechRadar found that while consumers are tightening their belts
I certam areas, they continue to prioritize spending on products and experiences they find
desirable or necessary, such as new technology or leisure activities. This suggests that consumers

are not just looking for affordability; they are looking for emotional and practical value.

In this shifting landscape, trust has emerged as a critical determinant in consumer decision-
making. The trust deficit in the insurance mdustry is stark: only 29% of customers trust insurers,
compared to 40% for banks (Pryor, 2018). This significant gap underscores the urgent need for

msurers to rebuild credibility and connection with consumers.

Furthermore, younger demographics, such as Millennials and Gen Z, place a higher value on
social proof and authenticity. Research shows that these groups trust influencers almost twice as
much as they trust traditional advertising. This presents msurers with a unique opportunity to

engage a new generation of customers who might otherwise remain disengaged.

By adopting influencer marketing, isurers can capitalize on these trends, build trust, and reach
broader and more diverse audiences. The key lies in understanding the different types of
mfluencers, the content they create, and how to leverage their unique strengths to promote

msurance products in a way that resonates with modern consumers.

Insights and Fast Facts: The Power of Intfluencer Marketing

~ Rapid Market Growth: The global influencer marketing market size has doubled from $6.5
billion in 2019 to $13.8 billion in 2021, with projections to reach $24.1 billion by 2025. This
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growth 1s fueled by the increasing integration of social media into daily life and the rising
demand for authentic, relatable content (Digital Marketing Institute, 2024).

High Return on Investment (ROI): On average, businesses earn $5.78 for every dollar spent
on influencer marketing, with some campaigns achieving up to an $18 ROIL For msurers, this
cost-effective alternative to traditional advertising methods offers significant potential to reach
untapped markets and build consumer trust (Digital Marketing Institute, 2024).

Consumer Trust and Engagement: Studies have shown that 92% of consumers trust
mfluencer marketing over traditional advertising, 69% of consumers trust influencers, friends
and family over information coming directly from a brand (Matter Communications, 2023),
and influencer marketing delivers 11 times better ROI than traditional marketing methods
(AdSkate, 2023). Micro- and nano-influencers, in particular, are valuable for building
credibility and trust—essential elements when marketing complex products like insurance.
Influencers Significantly Influence Purchasing Decisions: Exposure to influencer content
makes consumers 2.7 times more likely to show purchase intent, which rises to 5.2 times when
brand and influencer messaging are combined. These campaigns also increase brand awareness
and ad recall nearly fivefold compared to traditional digital formats, demonstrating their
effectiveness in enhancing consumer engagement (Annalect and Omnicom Media Group,
2016).

The Power of Video in Influencer Marketing: With 87% of video marketers reporting
positive ROI, video is a particularly powerful tool in influencer marketing.! Insurers can
collaborate with personal finance influencers to create engaging video content that sumplifies
complex topics, such as policy options and 11sk management, making them more relatable to
Millennials and Gen Z—that represent over half of the global population (Digital Marketing

Institute, 2024).

Influencers Campaigns’ Potentials

Influencers possess two key ingredients: an authentic voice and the ability to connect with their

audience (Glenister, 2021). According to (Hutt, 2023) Influencer campaigns are particularly

effective mn engaging buyers due to the following reasons:

! Investing in the early stage of the consumer's purchasing journey is imperative due to the relatively complex nature
of insurance produets,
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v Influencers sell experiences to their audience.
v Influencers are skilled at storytelling.

v Influencers cultivate authentic relationships with their online communities.

Selling an experience
By selling experiences, influencers promote a specific lifestyle to their audience. This concept

holds equal relevance for both services and products. During influencer campaigns, the focus is
on promoting the experience offered by the services provider. Influencers, known for their
creativity, can create compelling campaigns that resonate with buyers.
Telling a story

Storytelling plays a crucial role in influencing buyers. Every buyer has a unique story,
characterized by unmet desires or needs. As they articulate their needs, a solution in the form of
a product or service emerges. This not only addresses their desires or needs but also brings joy to
the buyer. Influencers have a talent for being the voice of those facing specific challenges and
aspirations. They connect with people in ways that traditional businesses often struggle to do.
Authentic connections with a target audience

Authenticity 1s a key attribute that sets influencers apart. Traditional marketing and advertising
methods can sometimes lack authenticity. Buyers crave trustworthy information that they can rely
on. Influencers, often regular individuals leading ordinary lives, establish authentic connections
with their target audience. Their endorsements are treated as trusted advice from a close fiiend.
Audiences aspire to the influencer's lifestyle and often engage with their content through
comments, shares, and other forms of interaction. This demonstrates the authenticity and umpact

of an influencer's voice.

Advantages of Utilizing Influencer Marketing in The Insurance Industry

The rise of influencer marketing, even as a seemingly new phenomenon, has captivated the
advertising and marketing industry. In a remarkably short period of time, it has gained widespread
adoption by marketing professionals from both brands and agencies across various advertising and
marketing aspects, including creative, PR, media, and growth. What was once regarded as a
growth-hacking tactic has now evolved into the most rapidly expanding form of marketing. And

msurers should harness the potential of that phenomenal marketing strategy. In this regard, it 1s
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imperative to analyze the advantages that can be derived from employing influencer marketing

strategies in the insurance industry:

. Stand Out in The Insurance Crowd
It 1s noteworthy that influencer marketing in the msurance sector remains relatively unexplored

or “Untapped”, presenting an abundance of opportunities for early adopters. Unlike other
mdustries, insurance businesses are cuirently underutilizing this marketing approach.
Consequently, early adopters have a unique opportunity to stand out among competitors and

increase their chances of success.

II.  Gain More Credibility

Influencers have invested considerable effort mnto cultivating a loyal audience that not only
acknowledges their credibility but also relies on their recommendations. Partnering with
mfluencers offers a unique opportunity for msurance companies to capitalize on the trust that
intluencers have built with their audience. This can revolutionize insurance brands by utilizing the
mfluencer's vast network, thus establishing credibility and fostering trust among potential

customers.

I1.  Butld a Community
The interactive nature of influencer campaigns and social media platforms offers insurance

companies an ideal platform to build a thriving community. Engaging customers through
mfluencer-generated content facilitates the development of a loyal and engaged customer base.
Consequently, these customers can become brand advocates, etfectively spreading positive word-

of-mouth, and attracting more business.

[V.  Expansion of The Customer Base
Influencer marketing enables the exploration of new consumer segments, elevating the reach and

offering the potential to target profitable sub-niches that may otherwise be overlooked through
traditional advertising channels such as radio and television broadcasts. By tapping into the
mfluencer's follower base, insurers can access potential customers who may not have been reached

through traditional marketing strategies

V.  Drive Down Marketing Costs and Increase ROI
Unlike traditional marketing avenues, influencer campaigns offer the flexibility to tailor

strategies to suit a company's budget. The affordability and scalability of influencer marketing
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contribute to a potentially higher return on mvestment for msurers. By customizing campaigns to
match their financial capabilities, msurers can optimize marketing costs while achieving a

favorable return on investment.

Understanding Customers’ Needs

Today’s customers demand a seamless experience across both traditional and digital touchpoints.
Never has there been a more important time to understand the changing consumer preferences and
trends in the insurance industry. Let’s dive in.

[.  The Rise of the “Digital Native™”

Consumers have changed. The1r expectations, requirements, and tech know-how have exploded
1 recent years, giving rise to a new breed of consumers known as Digital Natives. Digital native
are basically the Millennials and Gen Z, who form approximately 59% of the Earth's population.
They prioritize a digital-heavy user experience and seek to eliminate unnecessary complexities i
the msurance process. Moreover, they desire more control in selecting the most suitable msurance
products. Consequently, influencer marketing emerges as an effective strategy for msurers to

maintain a constant presence in the minds of these consumers

I[I. Fast and Reliable Product Recommendations
These days, time 1s precious for consumers’ who lead increasingly busy lives. The traditional

methods of searching for insurers through catalogs and newspapers are long gone. Consumers now
use technology to find, evaluate, and purchase the “perfect” products. Additionally,
recommendations from friends and family also play a significant role in their decision-making
process. It 1s worth noting that consumers spend less than four hours on average researching
msurance products before committing to a purchase. With this in mind, influencer campaigns will
need to be clear, compelling, and include clear calls-to-action to encourage immediate action.
[I1.  Trust Building with Brand Humanization

Over time, msurers have developed a reputation of being solely focused on business. However,
some mnovative msurers have turned over a new leaf to earn consumers’ trust by showing the
human side to their brand (e.g. Sharing real-life customer stories). Therefore, influencer marketing
should also adopt this approach to demonstrate to customers that insurance brands are managed by

real people and have a genuine impact on real people’s lives.
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MYTHS VS. REALITY: OVERCOMING MISCONCEPTIONS  ABOLUT
INFLUENCER MARKETING IN INSURANC]

Despite its proven effectiveness across various industries, influencer marketing 1s still
underutilized i the insurance sector. This hesitation often stems from several cominon

misconceptions. Let’s examine these myths and the realities that debunk them.

Myth 1: “Intluencer Marketing is Only for Trendy or Youthful Branc

Reality: Influencer marketing 1s not limited to fashion, or tech industries; it’s effective across a
wide range of sectors, including msurance and finance. Influencers excel at making complex or
“dry” topics relatable and engaging. For example, financial nfluencers have successfully built
large followings by simplifying personal finance, investment, and mortgage advice. Insurers can
use this approach to demystify msurance products, appeal to a broader audience, and tap into

niches like family planning, retirement, or health insurance.

Myth 2: "Influencer Marketing Lacks Measurable ROI.

Reality: Influencer marketing can be highly data-driven, with ROI tracked through metrics like
engagement rates, clicks, conversions, and sales. Research shows that influencer marketing
delivers 11 tumes better ROI than traditional marketing methods. By using trackable links, discount
codes, and analytics tools, insurers can accurately measure the impact of campaigns. Successful
campaigns like John Hancock's “Vitality Program™ utilized micro-influencers” to promote their

life msurance, leading to measurable increases in customer engagement and policy mquiries.

Myth 3: “Influencers are Too Expensive and Difficult to Manag

Reality: While celebrity mfluencers may command high fees, micro- and nano-influencers are
often much more affordable and can deliver better engagement. Micro-influencers typically have
smaller but more loyal and engaged followings, leading to higher conversion rates. Additionally,
working with micro-influencers allows insurers to spread their budgets across multiple campaigns,
diversifymg risk and reaching different audience segments. Tools and platforms like AspirelQ or
Upfluence can sunplify finding, managing, and tracking influencer partnerships, making the

process more accessible and streamlined.

* See page
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Myth 4: *Consumers Don’t Trust Influencers for Serious Products Like Insurance.”

Reality: Trust in influencers varies, but studies show that consumers are more likely to trust
recommendations from influencers than from brands directly. The key 1s choosing mfluencers who
align with the brand’s values and target audience. For example, personal finance influencers,
lifestyle bloggers, and even community leaders can be effective partners for insurance companies.
Influencers with expertise in financial planning or health, for instance, can communicate the
benefits of msurance products more credibly, and in a way that resonates with their followers'

specific needs.

Myth 5: “Influencer Marketing 1s Too Risky for Regulated Industries Like
Insurance.”

Reality: While the msurance industry i1s highly regulated, influencer marketing can still be
effective 1if properly managed. Ensuring that all marketing content complies with ndustry
regulations and guidelines 1s crucial. Clear contracts, compliance training for mfluencers, and
oversight from legal teams can help mitigate risks. Successful examples from the finance sector,
like banks, FinTech® and investment firms, show that it’s entirely possible to navigate regulatory

requirements while still achieving marketing success through mfluencers.

Tips for Insurance Influencer Marketing Success

| Create Campaigns for Fach Customer Journey Stage
In order to facilitate the progression of potential customers from a state of unfamiliarity with a

brand to paying customers, it 1s imperative to strategically develop influencer campaigns that
etfectively guide potential customers through the various stages of the ““customer journey”. This
necessitates utilizing the appropriate social media platform that aligns with the target customers'
predominant usage patterns. For instance, 7 out of 10 individuals who encounter situation where
they have to do something but don’t know where to begin turn to YouTube (O 'Neil-Hart, 2017).
Also, 67.7% learn about new products, services, or events through individuals they follow on

Facebook (cpcstrategy, 2018).

* Like Fawry or PayPal
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Therefore, it 1s essential to conduct researches on the different segments within the target
audience to determine their current needs, desires, concerns, as well as to identify the type of
content that captures their attention and the specific social media platforms where they allocate
their time. Additionally, 1t 1s crucial to ascertamn the topics that hold significance for the target
audience. Armed with this information, the selection of influencers — who are known, liked, and
trusted by that targeted segment — and the nature of the associated content can be strategically
guided. For example, Millennials exhibit a 2.8-fold greater likelihood of purchasing short-term
home msurance plans compared to Generation X, as they tend to prefer contractual flexibility
(Open Influence Inc., n.d.). Consequently, if the intent is to sell home insurance to younger
prospect, it may prove advantageous to showcase the brand as offering convenient and hassle-free

solutions without any long-term commitments.

It 15 also advisable to test influencers with varying audience sizes to uncover profitable sub-
niches and potential new markets. Simultaneously, adhering to regulatory requirements and
ensuring transparency about the sponsored nature of the campaigns is essential in order to uphold

the credibility of the brand and preempt any legal complications.

[l Unlock Creative Potential

When addressing significant subjects such as Insurance, there may be a tendency to adopt a rigid
approach i conveying messages. Nevertheless, the promotion of serious products should not
hinder the production of creative content. Hence, it is encouraged to infuse a sense of enjoyment
mnto mnfluencer campaigns: search for relatable and captivating scenarios where individuals within

target market would employ imnsurance products, and naturally endorse the brand.

If an nsurance company takes a unique approach to its products and services, it gains an
advantageous position for its brand. This 1s because 1t will distinguish itself from the many insurers
that adopt a more conventional or traditional marketing strategy, and its compelling content will

be able to compete for attention on social media platforms.

[1l.  Expand Content Creation Horizons

As social media platforms become more advanced, the potential for communication with an
msurer's target audience 1s expanding as well. Leveraging the wide range of content types and
channels can enhance the relevance of an insurer's brand and increase its reach. Adapting

mfluencer campaigns into various formats allows for maximum utilization. Furthermore, seeking
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mspiration from other industries can offer guidance in terms of storylines, settings, and content
formats. It 1s crucial to engage in experimentation until finding the optimal brand fit, and
subsequently, continuously optimize strategies to achieve optimal conversions. To illustrate the

significance of diversifying content formats, the following statistics are presented:
87% of video marketers confirm that video content yields a positive return on imvestment.

Marketers who confirm that video has increased sales

9 0 Ofl 87%
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Figure 1: 87% sayv video marketing has helped them increase sales. Souice: Video Markering Staristics 2023,
When combining visual imagery with verbal communication, idividuals tend to retain around
65% of the conveyed information even three days later. Conversely, the recollection decreases to
a mere 10% i the absence of accompanying visuals (Medina, 2008).

[V.  Personalize The Influencer Campaigns

A key element in capturing the attention of consumers is to establish relatable brands that
resonate on a personal level and foster easy connections. One effective way to meet these consumer

desires is by mcorporating authentic human stories into influencer campaigns.

To breathe life into msurance products, it’s advisable to prompt influencers to share personal
experiences illustrating how an insurer’s offerings have positively impacted their lives. Influencers

can enhance their storytelling abilities and empathy to take viewers on an emotional journey that

10| Pagze How Influencer Marketing Can Revolutionize the Insurance Indusny

Guolill) (s paoll alasdl e jani dugiaw Lans dlao



aligns with the msurer's brand. This approach not only makes the campaign more memorable but

also boosts the likability and engagement of the brand.

Additionally, this strategy enables the insurer to convey its mission and brand values, attracting
individuals who share similar beliefs. For mstance, influencers could be sought out to share their
stories such as their first trip abroad, insuring their first car, purchasing a home, or preparing for

an adventurous expedition.

EARLY ADOPTERS AND PIONEERS IN INSURANCE INFLUENCER
MARKETING

Creating and managing influencer campaigns can be made easy with the right inspiration and
planning. The following insurance companies have successfully partnered with content creators

from various backgrounds, making their campaigns both intriguing and engaging:

1) John Hancock x Micro-Influencer
John Hancock, a life insurance company, launched its "Vitality Program" to encourage healthier

lifestyles among policyholders. Recognizing the need for a more personalized and engaging
approach, John Hancock partnered with micro-influencers in health, wellness, and fitness niches.
These mfluencers shared thewr personal health journeys and experiences with the Vitality Program,
using their platforms to highlight the benefits of integrating wellness with life insurance.

» Results:
The campaign led to a significant increase in social media engagement and inquiries about the

Vitality Program. By using relatable influencers who genuinely aligned with the program's values,
John Hancock was able to build trust and expand its customer base among health-conscious
mdividuals. The program's success demonstrates how msurers can use micro-influencers to create
authentic connections with their target audiences. (Open Influence Inc.. n.d.).
2) TIAA “Family-Focused Narratives™

In an effort to highlight personal stories about saving for retirement, life msurance company
TIAA employed influencer marketing. They combined influencers’ personal photos with heartfelt
messages regarding how TIAA 1s helping them achieve thewr future financial goals, ensuring a

secure elderly life.
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» Results:
This campaign resulted in a 20% increase in engagement with TIAA's content related to life

msurance and a 10% increase in leads generated through the campaign. The campaign also
contributed to a more positive perception of TIAA as a family-focused and supportive brand.
3) Aflac’s Diverse Influencer Campaigns

Aflac, a leading supplemental insurance provider, adopted a unique approach by partnering with
a diverse range of influencers from various backgrounds to humanize its brand. Influencers shared
personal stories about their fears and concerns related to medical expenses and how Aflac’s
msurance provided peace of mind. These stories mcluded engaging content like Instagram posts,
YouTube videos, and blog entries that explained complex msurance concepts in a more relatable
manner.
» Results:

Aflac’s campaign generated substantial awareness and engagement across different social media
platforms, particularly among Millennials and Gen Z. The use of diverse influencers enabled Aflac
to reach different segments of the market, proving that influencer marketing can be etfective for

promoting mmsurance to a wide range of consumers with varied needs and concerns.

4) ALA GAP Insurance
ALA Insurance, specializing in GAP insurance, partnered with Anna Lawler, a micro-influencer

and single mother known for her openness about financial hardship. Anna’s audience trusted her
for honest advice and practical tips on managing finances. Her partnership with ALA Insurance,
titled “"Not Just a Nice to Have”, focused on explaining the importance of GAP insurance through
her personal narrative. She shared how this type of coverage could prevent unforeseen financial

burdens in case of car accidents.

~ Results:
The campaign achieved mmpressive results, including a 10% click-to-quote conversion rate and

a 12% quote-to-sale conversion rate, comparable to ALA’s more traditional marketing efforts.
(Emma, 2023). By leveraging Anna’s engaged following, ALA Insurance had the necessary time
to convey their message, educate a new audience who had little knowledge of GAP Insurance, and

guide them from awareness to consideration to purchase within the span of a 4-week campaign.
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S) Shinhan Life

Shinhan Life, a newly-launched msurance agency in South Korea, partnered with Rozy, a virtual
mfluencer, for a campaign called "Shinhan Life Adds Surprises to Life." This campaign
specifically targets Millennials and Gen Z, leveraging Rozy's popularity and relatability to engage
a younger demographic.
» Results:

This campaign resulted in a 25% increase in brand awareness among Millennials and Gen Z and
a 15% increase in engagement with Shinhan Life's social media content. The campaign has also
contributed to a more positive perception of Shinhan Life as an innovative and engaging brand.
6) Direct Line's Innovative Campaign

Direct Lme, a UK msurer, engaged influencer Alfie Deyes, known for his lack of driving skills,
to promote their Telematics device. By documenting his journey to improve his driving on
YouTube, they crafted a narrative that resonated with younger audiences, demonstrating their

commitment to customer care and relatable, real-life improvements.

» Results:
This campaign resulted i a significant increase in awareness and interest m Direct Line's

Telematics device among younger audiences. The campaign also led to a 20% increase in website
visits and a 15% merease in Telematics device sales compared to the previous year. (Source: Direct
Line press release and imdustry repoits)
7) Oscar's Niche Approach with Micro-Influencers

Oscar Insurance uses micro-influencers effectively by producing video testimonials tailored to
specific professional groups. This targeted strategy enhances relatability and trust, portraying
msurance discussions as relevant and personal.
» Results:

This campaign resulted in a 15% increase in brand awareness among targeted professional
groups and a 10% increase in leads generated through the campaign. Oscar has also reported a

higher conversion rate among audiences who interacted with the micro-influencer testimonials.
Conclusion

The mtegration of mfluencer marketing into the msurance industry represents a significant
opportunity for msurers to revolutionize their customer engagement strategies. This study has
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demonstrated that despite initial skepticism, influencer partnerships can effectively humanize
msurance brands, demystify complex products, and build trust with digital-native consumers.

Influencer marketing offers a range of benefits that align with these goals:

~ Cost-Effectiveness: Influencer marketing is a more affordable and efficient alternative to
traditional advertising methods.

~ Smnplified Partnerships: Collaborations with influencers are easier and less complex compared
to high-profile celebrity endorsements.

~ Authentic Content: Influencers create genuine content that builds trust and credibility,
enhancing audience engagement.

» Community Building: Partnering with influencers helps expand a brand’s reach and grow its
social media presence.

~ Boosting SEO: Influencer content improves search engine rankings and drives traffic to a

company’s website through effective link-building.
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